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Tredway bridges minor 
subfloor irregularities. 


Conventional flooring can 
ridge or split. 


and replace it with an invisible patch that becomes 
a permanent part of the floor. 


Your customers will be as pleased as you are 
Tredway will please your customers because it 
offers them a wide choice of exciting colors and 
designs. It will please you, because it can just 
about eliminate callbacks. 


So call your Armstrong flooring contractor, and see 
how much you can save on Tredway. 


FROM THE FE مهد‎ WORLD® OF 
(Armstrong 
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But since this is an Armstrong Tredway® floor, it's not 
likely the problems that may be lurking beneath it 
will ever develop into a callback. That's because 
Tredway floors are specifically designed to mask 
the kind of subfloor problems that are often 
impossible to avoid. 


Tredway cuts callbacks 

Because Tredway is elastic and is attached only at 
the perimeter of the room, it stretches across the 
subfloor, bridging the small subfloor gaps and 
irregularities that other floors can't. Tredway also 
reduces the ugly ridging you get from seasonal 
movement. When the subfloor expands, Tredway 
expands with it. When the subfloor contracts, so 
does Tredway. By hiding subfloor problems like 
these so well, Tredway can all but eliminate 
expensive flooring callbacks. 


And when a repair is necessary, it can be made 
quickly and easily. Just cut out the damaged area, 
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America is replacing 13,000,000 
worn-out windows a year! 
You can cash in with 
Andersen's New Window 
Replacement System. 


Get in on a big, timely opportunity! Cash in on the booming 
replacement market with Andersen’s new Window Replacement 
System. 

It’s easy. The System brings together everything you need. 

It’s inexpensive. There’s no extensive retraining necessary. 
No new equipment required. 

It’s fast. Local Andersen distributors and dealers stock 
the System. Assure you the fastest delivery possible. 

It’s ready now. The complete System is available 
immediately. 

It’s exactly what America needs. 
The System is built around fuel-saving, low 
maintenance Andersen® Perma-Shield® 
windows. The same high-quality windows 
used in new home construction for 
over 75 years. SS: 

And the System offers you... N 


Specially-designed installation aids. fyl wrapped 
T casing. 
White and Terratone. 


Vinyl 
laminated board. 
Ve" thick in 2’ x 8' sheets. 
White and Terratone. 


Rigid vinyl trim strips. %" face 


Perma-Shield™ vinyl filler. 34" and 5%" widths dimension by 12' and 1%" face 
in 6' and 10' lengths. Vinyl-wrapped and dimension by 6'5." White ; 
laminated on three sides. White and Terratone and Terratone, invi 
pid vin 


/ y 
“h” channel. 12'6" 
lengths. White 


Andersen has designed an entire line of installation and Terratone. 
aids that let you custom-fit stock-size Perma-Shield 
windows to virtually any opening. 

These aids support, fill in and trim out 
the exterior area around the installed Perma-Shield 
window when the window is not the exact size 
for the opening. 

The aids are covered with (or are completely 
made of) thick, low-maintenance rigid vinyl to 
match the Perma-Shield window and provide a 
lasting, beautiful appearance. Support mullion filler and vinyl trim. Side jamb clip. Metal. For use 


2" face dimension by ۰ when nailing flange method 
White and Terratone. is impractical. 


Easy to use guide. b 
The Guide makes it simple to use the System. A 
Each two-page spread (see illustration) covers ۱ 
one 4” increment in width and every height from 
20” to 84." Just go to the page with your width and 
find your height at the left. By reading across you'll 
see every Perma-Shield® window that can be used 
along with exactly which Andersen installation aids 
you'll need. This 88-page guide also pictures each aid, 
explains its uses and shows installation procedures. 


Lead generating advertising. 


Andersen is conducting intensive lead generating 
advertising in the top consumer magazines. These hot, 
local leads will be forwarded to Andersen dealers. See 
your Andersen dealer to join the program. TV, radio and 
newspaper ad materials, customer literature, sales 

aids and a contractor direct mail program are also available. 


Send for details today! 
Use the Reader’s Service Card in this magazine 
to get complete information about Andersen’s new 
Window Replacement System. 

Or write Andersen Corporation, Box 12, 
Bayport, Minnesota 55003. 

You've got nothing to lose but your share 
of 13,000,000 window sales this year. 


80114 Copyright © Andersen Corp Bayport MN 1980 


The beautiful way to save fuel" 


Andersen Windowalls 
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"OUR 24-POINT TEMPERATURE RECORDER INDICATES 
GE ZONELINE UNITS ARE THE MOST EFFICIENT 


HEATING SYSTEMS WE CAN INSTALL: 


Vern Johnston, Director of Research and Development 

Cardinal Industries 
efficiency awards by Florida Power and 
Light and Tampa Electric Company. 

“Another reason we chose Zoneline 

units is the attention we get. General 
Electric representatives stay in touch. It's a 
good relationship that works for us. We think 
GE and the Zoneline units are the best in 
the business.” 

Take advantage of over 30 years of 
commitmenttothe 
housing industry. 
Call your local 
General Electric 
Contract Sales 
Representative 
and ask about 
our Zoneline 
Heating and 
Cooling systems. 


We bring good things to life. 
GENERAL v/5 ELECTRIC 
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"Cardinal Industries is the largest man- 
ufacturer of multi-family housing in the 
country. We're in that position because we 
seek and find building altematives that 
save our customers money. 

"One method we use to determine 
heating efficiency is the 24-point tempera- 
ture recorder. By tracking kilowatt usage 
and heat distribution in 24 different places 
in the home, we can tell how cost-effective 
a heating system is. 

"Six years ago, we began monitoring 
GE Zoneline heating units, the standard sys- 
tem installed in over 12,000 of our living 
units. We found GE Zoneline units improve 
heat flow, and with today's insulation 
methods, can cut heating costs ۷ 
up to 4096. 

"That's why we put Zoneline units in 
every apartment and house we build from 
Florida to Michigan. And it's part of the rea- 
son why our products were given energy 
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The obvious and not so obvious 


Time was when a few enterprising people with limited 
financing could pool their business and financial 
resources and become publishers of a journal. Entre- 
preneurship is not dead, but this publisher and 
McGraw-Hill believe it takes a good deal more to 
produce outstanding magazines than a few enterprising 
folk. 

At HOUSING, we start with an information need from a well- 
defined audience—the builder. We add an editorial staff that is large, 
experienced and, we think, the best in the industry. That’s obvious as 
you look at the masthead. But the number of editors doesn’t count as 
much as what they produce. Take, for example, the article on page 
44, “How to do a joint venture,” today’s fastest-growing financing 
method. Or, the exclusive “Housing Demand Index” opening on page 
59. Both are examples of HOUSING’s editorial leadership. 

We print on a 45-pound sheet of paper that costs a good deal more 
than the commercially acceptable 34-pound sheet used by so many 
other magazines. Why? You deserve the best possible reproduction 
we can deliver, and since you share your copy with as many as three 
readers, we want the third to have as attractive a copy as the first. 
That’s obvious too. 

With our next issue, new products and all of the feature articles 
will appear in four-color to provide you with the most attractive and 
visually informative presentation possible. That will not only be 
obvious, it will become the industry standard. 

What’s not so obvious is the scope of information available to 
HOusING’s editors, and thereby to you, from McGraw-Hill. When we 
look for the latest in custom-house design we draw on Architectural 
Record; current costs, Building Cost Publications and Wood and 
Tower. To keep track of building activity across the nation, we have 
the Dodge Reports, and to keep abreast of governmental regulations 
and standards, McGraw-Hill’s Regulatory Impact Service. 

Seventeen news bureaus and 176 correspondents provide constant 
coverage of information and news in every market to supplement the 
HOUSING editorial staff. Nineteen different building-information 
publications and services, produced by well over 2,500 people within 
McGraw-Hill contribute in one way or another to this magazine to 
provide you with the best, most reliable, and most authoritative 
building information available. Come to think of it, it is obvious to 
readers of HOUSING. 

McGraw-Hill (and particularly George Christie) has long been 
recognized as the leading economic forecaster in the construction 
industry. And now this leadership has been strengthened by the 
acquisition of Data Resources, Inc. The latest DRI macro-study shows 
a 10% increase in housing starts in the '80s over the decade of the 
"70s. The increase will hit a high of 2,291,000 starts in 1989. Further, 
the industry appears to be headed toward consistency, minus the 
peaks and valleys of the ۰ 

HOUSING’s circulation will increase parallel with the turnaround in 
building. Effective with our next issue, well over 100,000 copies will 
be mailed (over 80,000 to builders). Why? To provide the industry 
with the best coverage of the most important news and information 
during the growth decade of the '80s. All of that seems very obvious 
to me. —G. ROBERT GRISWOLD 
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The Most 
Energy Efficient 


Homes 
in America 


...and they are 
also extremely 


beautiful! 


When we call the new Viceroy super- 
home “the most energy efficient homes 
in America", we do not choose these 
words lightly. With the introduction of 
these superb homes, Viceroy has 
achieved simultaneous breakthroughs in 
window and door manufacture, roof and 
wall framing, and passive solar heating 
techniques. For all practical purposes, 
the energy consumption problem in new 
home construction has been solved. If 
you build the Viceroy way, you will be 
protected against exorbitant heating and 
cooling bills for a generation to come. 

The new Viceroy superhomes are also 
extraordinarily beautiful. The new Fred 
Haas designs feature the brilliant com- 
mand of scale and proportion that has 
become his trademark. 

And these homes are not expensive! 
With the discount on Canadian cur- 
rency, Viceroy's builder dealers are 
effectively paying for their homes with 
87€ dollars. 

Viceroy is now establishing a series of 
home manufacturing plants across the 
United States. We are looking for a 
number of builders of proven ability and 
integrity to represent us. This is a great 
opportunity for you to become asso- 
ciated with this dynamic, fast growing 
company. Send $5.00 for complete cata- 
logues and supporting literature. 


Viceroy Homes Inc., 
30 Melford Drive, Scarborough, 
Ontario, Canada M1B 1Z4 
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Differential phase-out: hard times for S&Ls 


mortgage market. But during the tran- 
sition time, waiting for the new funds 
is painful for the thrifts—and even 
more so for the homebuilders. 

Although there were healthy savings 
inflows in May— $1.2 billion— with- 
drawals again began to exceed deposits 
the next month. A net outflow of $200 
million in June was followed by a 
meager $1 billion inflow for July—the 
smallest for that month since 1974. 

The funds-flow problem from May 
until July underscored the thrifts’ 
complaint about the disappearing dif- 
ferential. S&Ls have enjoyed a quarter- 
point advantage over commercial 
banks since World War II, and still do. 
But the MMCs—with much higher 
rates—have been the mainstay of 
housing since they were created two 
years ago. 

Competition. While the differen- 
tial’s absense has hurt S&Ls in their 
ability to attract funds, the real com- 
petitor of the S&Ls is not commercial 
banks, says Richard G. Marcis, the 
Bank Board’s chief economist. 

It’s those institutions having no 
deposit rate controls—mainly money 
market funds. Marcis points out that 
now, only about half the savings depos- 
its held by consumers are in accounts 
or instruments where thrifts have a 
quarter-point advantage. Five years 
ago, close to 97% were. 

The thrifts had hoped they could get 
new powers to make consumer loans 
and invest in assets before losing their 
differential. Federal regulators, while 
not taking the differential away all at 
once, seem to have removed it where it 
counts. 

And despite pleas from the thrift 
industry, Congress is showing no signs 
that it intends to overrule the regula- 
tors’ actions. —G. DAVID WALLACE 

McGraw-Hill World News, Washington 


Bank Board: lets 
S&Ls sell stock 


S&Ls could have more money to lend 
after October, under new regulations 
proposed by the Federal Home Loan 
Bank Board. 

The Board has proposed letting the 
thrifts expand their lending base by 
selling mutual capital certificates, 
which are the rough equivalents of 
preferred stock for a corporation. 

The regulations — implementing the 
Depository Institutions Deregulation 
and Monetary Control Act of 1980 
[HousiNG, June], would permit the 
thrifts to use the certificates to satisfy 

Turn to page 8 
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A similar interest rate trend recently 
has again removed the differential. 
This has led the League to estimate 
mortgage money shortfalls of $17 bil- 
lion for 1980. 

Test. Most analysts believe 1981 
will provide a solid test of how well the 
thrifts can be a source of home mort- 
gages without their quarter-point dif- 
ferential. 

By then, they will have new authori- 
ty to make consumer loans, to offer the 
equivalent of checking accounts, and 
to offer other services beyond the trad- 
itional savings accounts and mortgage 
loans. 

Here's the theory behind this diver- 
sification: By expanding their services, 
the thrifts will be able to do a better 
job of attracting depositors, thus gain- 
ing more funds to lend. Mortgage 
lending could also be expanded when 
S&Ls can package mortgages and then 
sell the packages to raise cash—a new 
power— rather than holding the mort- 
gages in their own portfolios, as they 
do now. 

Says Bank Board Chairman Jay 
Janis: "Our studies show that over 


time, the thrifts' total flow of funds 
will increase as a result of the new 
activities." 

Janis adds that this increased flow 
will put more funds directly into the 


Only two of these— San Jose and 
Oklahoma City—are good bets 
because of a strong and growing 
economy. The rest are supported 
mainly by pent-up demand. 

Want more information? The 
Index begins on page 59. 


Housing Demand Index's best bets 


Deregulation proves to be a mixed 
blessing for the nation's thrifts, as they 
discover that without their traditional 
quarter-point differential, it’s harder 
to attract deposits. 

The result: less money at S&Ls for 
home mortgage lending. 

The S&Ls still have their differential 
for savings accounts, although this will 
be eliminated over time. But they 
already must compete with commer- 
cial banks at the same interest rate for 
money-market certificates (MMCs) 
when the rates on six-month Treasury 
bills are between 7⁄4% and ۰ 
(When the rates are higher or lower 
than that, S&Ls may pay up to 4% 
more than commercial banks). 

James Christian, senior economist 
of the U.S. League of Savings Associa- 
tions, says that from the time the 
six-month certificates were first autho- 
rized in June 1978, until the restric- 
tions were put on the differential in 
March 1979, the thrifts took in about 
half of all new money invested in the 
certificates. 

But when the thrifts lost their differ- 
ential in April 1979— because rates 
rose above 9%—their share of MMC 
funds fell to 39%. The next month, 
they fell to 26%. At the same time, the 
commercial banks' share rose, says 
Christian. 


ROBERT STRIMBAN‏ .ی 


This quarter's Housing Demand 
Index spotlights these ten large 
markets as the lowest-risk markets 
for builders: Los Angeles; Orange 
County; San Jose; Fresno; Seattle; 
Denver; Oklahoma City; Tulsa; 
Dallas-Fort Worth; and Wichita. 


BRIEFS 


Housing starts rose 12% in August 
to an annualized 1.4 million, and 
permits rose 8% to 1.33 million, the 
Commerce Dept. reports. August ex- 
isting home sales rose 4% to an an- 
nualized 3.0 million, according to the 
National Association of Realtors. 


Mortgage rates in the next 15 
months will stay where they are or 
get higher, say the nation’s S&L exec- 
utives in a survey by the U.S. League 
of Savings Associations. The survey 
found that 89% of the executives 
expect rates will be above 12% by 
year-end, and 28% of them see rates 
over 13% at that time. 


ee‏ میت 

Rent control penalties were en- 
dorsed by the House of Representa- 
tives in an amendment to the 1980 
housing bill, but will have no effect 
unless adopted by the Senate as well. 
The amendment would deny rental- 
assistance funds to communities that 
set up new rent control programs or 
impose controls on new housing. 


Small shopping centers will boom 
in this decade, predicts John H. 
Reininga Jr., a California developer. 
Writing in Shopping Centers Today, 
he outlines trend away from large 
regional malls and toward smaller 
neighborhood centers. Reason: en- 
ergy and transportation costs, which 
keep rising. 


New homes sales shot up 23% in 
July, leaving the nation with its low- 
est inventory of unsold housing in 
19 months, the Commerce Depart- 
ment reported. The annual sales rate, 
seasonally adjusted, was 659,000; 
standing inventory was 338,000. 


New construction put in place de- 
clined slightly, Commerce reported. 
July's annual rate was $214.3 billion, 
compared to $216.3 billion in June. 


New contracts were up 246 in July 
for the second month in a row, re- 
ports McGraw-Hill’s F.W. Dodge 
Division. Contracts for residential 
building increased 20% from June. 


Vacancy rates call for a little edu- 
cation, right? At New York City's 
New Social for Social Research, this 
one-day course, for $55, is offered: 
"Finding and renting an apartment 
in New York." 


U.S. Home Corp. the nation's larg- 
est builder, has entered the Seattle 
market and plans single-family and 
garden-condo communities, Wash- 
ington is the 17th state the firm is 
in; it plans to be in 21 by year-end. 


NEWS/MONEY 


Survey: commercial lending is tight 


vey. Some developers with prime proj- 
ects negotiated 10-year calls. 

Despite tight conditions, developers 
who before were waiting for rates to 
bottom out have now started actively 
inquiring. Their conclusion: little 
chance that rates will fall soon. 

Rates. Here are some of the Citi- 
corp benchmark rates from the survey. 
Rates can vary considerably because 
of location, size, delivery date, credit, 
and loan-to-value ratio. 

@New apartments: 13—14'2%. 

®Medium-sized shopping centers or 
office-buildings without a major ten- 
ant: 1234756 — 14%. 

®Medium-sized shopping centers or 
office buildings, leased to a credit- 
worthy major tenant: 12476 — 1396. 
®Tax-exempt mortgages: 93475— 
11%. L1 


Credit bias found 
against...men? 


After all the charges you hear about 
unfair credit practices, the last group 
you might expect to be affected would 
be men. But HUD reports just that. In a 
recent study of mortgage terms in Cal- 
ifornia and New York State, it found: 
Discrimination against male-only 
households by mortgage lenders is 
more pervasive than against any other 
sex or marital group. 

In California, says the study, such 
households pay higher interest rates 
and loan.fees than any other sex or 
marital category. In New York, they 
are more than twice as likely to be 
denied a mortgage than married male- 
female households with a non-working 
woman beyond childbearing age. 

Still skeptical? HUD concludes, 
“Findings do not support allegations of 
widespread discrimination against fe- 
male-only applicants." —W.L.U. 


The unstable economy has major lend- 
ers admittedly confused, and they hesi- 
tate to predict where mortgage rates 
are headed, reports Citicorp Real 
Estate Inc., in its monthly survey of 
benchmark commercial rates. 

As a result, rates are climbing 
again, funds are tight, and strict terms 
reflect lenders’ caution: 

®Commercial rates rose one point in 
August and were 12'4% or higher by 
the end of the month. 

@No money is being loaned for 
income-property mortgages— with 
rare exceptions— before the second 
half of 1981, even though lenders 
report ample funds on hand. 

®Lenders are asking participations 
amounting to from 10% to 25% of 
future rent increases — but most devel- 
opers are refusing. 

®When participations are given, 
lenders will typically yield half a per- 
centage point on the mortgage rate, 
and will yield a full point when taking 
an equity position of 50%. 

(For more information on lender 
participations, see "Joint ventures: The 
boom that's reshaping the industry," 
[HousiNG, Aug.]). 

Apartments. The survey reports 
that funds are drying up again in the 
apartment market, and few national 
lenders are lending. When they do, 
their rates are so high that developers 
aren't interested. 

One solution to the difficult perma- 
nent financing situation some devel- 
opers have found is to build without it, 
using short-term loans instead. 

In some parts of the country, the 
only pending commercial loans are 
tax-exempt mortgages—on projects 
approved by a local Economic Devel- 
opment Corp. These loans typically 
bear a rate about 3% under market. 

Nearly all income mortgages have 
five-year call provisions, says the sur- 


Bank board continued from page 7 


up to 20% of the reserves and net 
worth required by federal regulators. 
Holders of the certificates would 
have a limited voice in the affairs of 
the thrifts. But the thrifts affected by 
the change—the 83% or so which are 
mutual rather than stock associa- 
tions — would remain mutuals. 
Expanding a thrift's capital base 
both expands the amount of money it 
has available for lending and raises the 
amount it is permitted to lend under 
federal regulations. Until the new reg- 
ulations go into effect, the only way a 
mutual savings and loan association 
can add to its capital base is through 
retained earnings. —G.D.W. 
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you know in paper 
is building 
a solid name in wood. 
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IP will open two more lumber and plywood mills 


by 1981—and double distribution centers by 1985. 
We're building strong! 


wood products sawmills and plants: 
Gurdon, Arkansas in 1979, two new 
plants in 1981 in New Boston, Texas 
and Springhill, Louisiana. 


1.2 billion sq. feet of plywood 


These new mills, plus the purchase 
of sawmills in Louisiana and Maine 
in late '79, will give IP the capacity to 


Now you can count on another 
solid source of top-quality lumber 
and plywood in the 80's. 

International Paper Company! 

We are investing over one billion 
dollars to become one of your major 


suppliers of lumber and plywood. 


We're carrying out plans to bring on 
line a series of strategically located 


1. Order direct by phone from our 
sales offices. 

2. Buy wholesale from your nearest 
IP distribution center. 

Here's a promise: we will be there 
when home building picks up—and 
it will. IP will have the materials you 
need when you need them! 

If you want information on the 
nearest IP building materials facil- 
ity, call toll-free: (800) 223-1268. 
In New York State: (212) 599-3194. 

International Paper. We're building 
strong! We'll help you build strong! 


IP BUILDING MATERIALS 


(61980 INTERNATIONAL PAPER COMPANY «220 EAST 42ND STREET, NEW YORK, NY 10017 


supply to the building industry. 

We own 7 million acres in the 
U.S.; 4.8 million of them are in the 
South (that's nearly half again as 
much as our nearest competitor 
there). IP also has timber contracts 
for one million acres held by other 
landowners near our facilities. 


Two convenient ways to buy 


IP offers you top-quality building 
materials delivered on time and at 
a competitive price. 

You can buy IP building mate- 
rials two con- 
venient ways: 


We're Building Strong! 
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produce 1.2 billion square feet of 
plywood and more than 900 million 
board feet of lumber a year by 1982. 


Expansion plans beyond 1981 


IP is also looking into several other 
locations for wood products expan- 
sion beyond 1981 in the South, 
Northeast and West. 

We will double the number of IP 
distribution centers in the Sunbelt 
by 1985. If you're not close to one of 
these centers now, you may be in the 
very near future. 

IP has the timberland to support 
our objective: to be a sure source of 
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toward supporting emergency use 
only. 


ISSUE: RENOVATION 

Carter—He has restructured the 
Community Development Block Grant 
(CDBG) program to increase funds for 
rehab. The Democratic platform seeks 
“revitalization programs that minimal- 
ize displacement” of poor people, and 
also advocates increasing HUD’s urban 
homesteading and rehab efforts. 
Anderson—He calls for eliminating 
“all restrictions on the use of HUD 
funds on existing housing” for renova- 
tion. He also wants HUD to give “tech- 
nical assistance, identify and donate 
surplus government-owned buildings, 
and allow faster depreciation of build- 
ings.” He would give federal assistance 
to apartment dwellers to organize to 
buy and renovate their buildings. 
Reagan—The Republican platform 
supports expanding these existing pro- 
grams: urban homesteading, rehabili- 
tation, and preservation. 


ISSUE: REGULATION 

Carter—He strongly supported the 
degregulation of S&Ls (see MORT- 
GAGE MONEY). The Administration, 
through HUD Secretary Moon Land- 
rieu, has come out against curbs on 
condominium conversion. 
Anderson—His platform calls for a 
"review of federal, state and local reg- 
ulations affecting housing" which it 
estimates “add 20% to the cost of each 
new unit." Anderson would drop all 
HUD regulations that restrict use of 
funds for rehab. 


Carter: more CDBG rehab funds, 
S&L deregulation 


Reagan — He would send cpBG funds 
back to the cities and let them decide 
how to use them, although this 
approach seems unlikely to become 
policy, even if Reagan wins (see story, 
page 14). He also would have HUD 
relax rules for manufactured housing. 
— DAVID GARFINKEL, TOM READ, 

and McGraw-Hill World News, Washington 
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for individuals and $400 for married 
couples to $750 for individuals and 
$1,500 for married couples. 
Reagan—He opposes credit controls, 
although the Republican platform 
favors the same sort of monetarism 
that Carter supports. Reagan may sup- 
port tax credits for investors in l- 
to-4-unit mortgages, and is also con- 
sidering inflation-indexed, partially 
tax-exempt pledged housing savings 
accounts. 


Anderson: no restrictions on rehab 
funds, tax-based incomes policy 


ISSUE: REVENUE BONDS 
Carter—He has attempted—without 
success—to restrict municipal sales of 
tax-exempt bonds to make mortgages 
at below-market interest rates. 
Anderson—He supports the re- 
authorization of the bonds (right now 
a stalled debate in Congress has left 
their status murky). He favors “rea- 
sonable restrictions” on their use— 
probably income ceilings. 
Reagan—The Republican platform 
favors “responsible use of mortgage 
revenue bonds” but Reagan’s advisors 
are divided on this issue. 


ISSUE: BROOKE-CRANSTON 
Carter — He opposed reactivating the 
shallow-subsidy program last spring. 
However, the President did approve a 
similar program to tap unspent funds 
Congress had appropriated in earlier 
years to subsidize new housing. 
Anderson — In 1974, he joined fellow 
Congressman Henry S. Reuss (D.- 
Wis.) in urging the House to pass 
Brooke-Cranston, which it did. Today, 
he supports activating the program 
whenever housing starts fall below a 
predetermined level, but he opposes its 
use as a permanent subsidy. 
Reagan—He has not yet announced 
his position, but advisors are leaning 
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Where the 
candidates stand 
on housing 


The winner of the presidential election 
will affect the housing industry in 
many ways, including: 

*how he handles the economy. 

*how he views subsidy programs. 

*how he selects his cabinet. 

This article examines five key hous- 
ing issues and notes where the candi- 
dates stand on them, and how they 
have performed, if applicable. 

At press time, President Carter and 
Ronald Reagan had not announced 
positions on some issues. In those 
cases, party platforms or the direction 
the candidate is leaning is given. 

Rep. John B. Anderson (R-Ill.) is 
the only one of the three to have a 
detailed housing statement, although 
as a U.S. Representative he did not 
make housing an area of specialty. 

Here is a look at where the candi- 
dates stand on issues that affect your 
business: 


ISSUE: MORTGAGE MONEY 
Carter — He firmly supports the Fed- 
eral Reserve Board's strategy of fight- 
ing inflation with high interest rates. 
Last spring, this led to scarce and 
expensive mortgage money. The Presi- 
dent also supported banking reform 
legislation which, among other things, 
phases out the quarter-point differen- 
tial for S&Ls, and lets them make more 
non-housing loans. 


h " T e 
Reagan: credits for mortgage investors, 
housing savings accounts 


Anderson—He decries the Adminis- 
tration's tight-money policy, and pro- 
poses instead something Carter has 
always opposed: a tax-based incomes 
policy to fight inflation. This would 
"reward" firms that comply with wage 
and price guides by giving them a tax 
break. Anderson also favors increasing 
the maximum on tax-exempt savings- 
account interest from its current $200 
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ower cooling costs. 


heat gain means we can offer 
lower air-conditioning costs to 
our prospective buyers: 

Solarcoo! actually blocks 
out twice as much of the sun's 
heat as clear glass. Which signifi- 
cantly reduces the load on an 
air-conditioning system. 

But best of all, So/arcoo/ 
looks simply beautiful. From the 
outside, its mirror-like surface 
reflects and enhances the spec- 
tacular golf course setting of 
Hunters Run. And indoors, it 
controls brightness without 
affecting the outdoor view. 

Let the real beauty of 
energy-saving PPG environ- 
mental glass help you sell more 
homes. Write for a free copy of 
our Solarcool idea book: "Best 
Glass Under the Sun” 

PPG Industries, Inc., 
Dept HH-3100, One Gateway 
Center, Pittsburgh, PA 15222. 


PPG: a Concern for the Future INDUSTRIES 
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PPG Solarcool Bronze glass. 
At Hunters Run, its real beauty is reflected 
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Benjamin (left) and Leonard Frankel 


This is the prestigious new 
Hunters Run development in 
Boynton Beach, Florida. 

Every single-family home 
here features PPG's So/arcoo/ 
Bronze reflective glass. 

And for good reason, 
too. Developers Benjamin and 
Leonard Frankel have found that 
"Solarcool's high performance 
rating lets us comply with 
Florida's energy code without 
sacrificing the aesthetics of 
large glass areas. 

"Furthermore, So/arcoo/s 
effectiveness in holding down 


A big problem is that builders often 
feature the interest rate rather than 
the APR, which works out to a higher 
number if points or other charges must 
be paid, says Goldfarb. 

Currently, the campaign is based in 
New England, the Southeast, the Mid- 
west and the Gulf South. The Com- 
mission staff believes that in these 
areas, incomplete ads are especially 
common. 

Regional offices in those areas have 
sent out to some 50 advertisers, who 
may be violating TILA, a packet that 
explains the law and gives examples of 
lawful ads. 

The FTC will keep monitoring the 50 
firms’ ads, and could take action 
against those which have not changed 
to comply with TILA. 

No more warnings will be sent at 
least until the middle of next year, the 
Commission now promises. It is giving 
trade associations time to conduct 
their own educational campaigns on 
TILA. 

Then, the Frc will check on the 
success of those efforts, and after that 
will zero in on holdouts who persist in 
running incomplete—and illegal — 
ads. — DANIEL B. MOSKOWITZ 

McGraw-Hill World News, Washington 


GOP proposals to 
change block grants 
unlikely to succeed 


Community Development Block 
Grants (CDBG) are a Republican inven- 
tion, pushed through a Democratic 
Congress by a GOP administration in 
1974. Today, Ronald Reagan and oth- 
er Republicans want to consolidate 
many subsidy programs into a decen- 
tralized CDBG program. 

And although HUD has a congressio- 
nal mandate to study that proposal 
and report on it no later than March 
31, 1980, the conventional wisdom in 
Washington is that such a consolida- 
tion just isn't in the cards — no matter 
who is elected president. 

Republican Senators Jake Garn 
(Utah) and John H. Heinz (Pa.) spon- 
sored the directive, which was inserted 
in the housing authorization bill. 

The original $3.5 billion CDBG pro- 
gram in 1974 replaced urban renewal 
and half a dozen other programs. The 
new Republican proposal would have 
$5.5 billion in other housing subsidies 
redirected into a new CDBG program 
allowing broad local discretion. 

Another proposal, from within HUD, 
would let localities use CDBG funds 
directly for low-income housing con- 
struction, but top officials oppose it, 
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and of previous successful prosecu- 
tions—the agency clears the way for 
quick federal court proceedings 
against suspected offenders. Other- 
wise, enforcement would entail time- 
consuming intermediate steps. 

Familiar. The TILA problems are 
nothing new. The law was passed in 
1968, and in 1977 the FrC conducted a 
mail alert to goad builders and others 
into compliance. 

That sweep led to the recent Down- 
ing Associates case, among others. But 
a new campaign is underway this year. 
Since credit terms are now so crucial 
to selling houses, "there are many 
home builders who are complying and 
are being put at a competitive disad- 
vantage,” says Lewis H. Goldfarb, Frc 
assistant director in charge of the cred- 
it practices office. 

The disadvantage, he says, arises 
because the complying ads compete 
against those of developers who use 
come-ons like “low interest rates” 
without spelling out the details. 

Requirements. Under TILA, any 
mention of credit terms must include: 
cash price, down payment required, 
repayment terms, and the finance 
charge expressed as an annual percent- 
age rate (APR). 
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FTC keeps the 
heat on for 
truth in lending 


The FTC continues its enforcement 
campaign for the Truth-in-Lending 
Act (TILA) to make doubly sure that 
builders follow—to the letter —adver- 
tising rules on financing. Here’s how: 

1. It’s conducting an “educational” 
effort, through its own mailings and 
through independent programs of 
trade associations, to let builders know 
exactly what details must be included 
in credit ads. 

2. It’s planning more legal proceed- 
ings, like the recent prosecution of 
Downing Associates in Rhode Island 
[HousiNG, Sept.], to show it will fol- 
low through on violations. 

(Downing, without admitting that it 
ever broke the law, agreed to pay a 
$10,000 “civil penalty" and promised 
to spell out all credit terms in future 
ads.) 

The FTC is, in effect, taking a proce- 
dural short cut with its *educational" 
mailings. By informing companies of 
the rules about advertising financing — 
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HUD EEN a consumer hot line 


only one-fifth of the calls received. 

Most calls concern landlord-tenant 
problems, and most of these have noth- 
ing to do with HUD. The next largest 
group of calls concerns FHA mortgage 
insurance and other programs that 
HUD administers. 

HUD also receives thousands of com- 
plaints yearly by phone and letter, 
many of which are about problems at 
public housing projects. 

Mrs. Dixon refers discrimination 
complaints to investigators, and others 
to an appropriate official for the prob- 
lem. She favors an all-purpose hot line 
“to enable people to get into the feder- 
al bureaucracy without having to pay 


their own money for a phone call,” she 
TN £I 


A. HUD area office may test a toll-free 
hot line for consumer complaints and 
questions next year as a step toward 
deciding whether a nationwide hot line 
should be set up. 

HUD's Office of Consumer Affairs 
wants to test the idea for six months. It 
hasn't yet gotten an okay from top 
officials. One possible snag: finding 
sufficiently knowledgeable people for 
the job. 

There's already a “fair housing hot 
line" at HUD, which has been in opera- 
tion for five years and is considered 
effective by the agency. It was set up 
for discrimination complaints. 

However, says Laurette Dixon, who 
handles the 30 to 35 daily calls, dis- 
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The multi-benefits of masonry for 
multi-family construction. 


If you want your next building to be 
your best, consider the best building system 
for multi-family construction—masonry. 
Whether it’s a high-rise, low-rise, or 
townhouse development, you can count on 
the multi-benefits of masonry to multiply 
EB your sales and profits. 

ENERGY EFFICIENCY: Masonry walls, 
because of their mass, keep a building 
warmer in winter, cooler in summer, thus 
reducing energy consumption year round. 
LOW MAINTENANCE: Masonry buildings 
have low maintenance costs, never need 
painting and virtually no repairing. 
ECONOMY: Masonry buildings go up fast 
so they can be occupied fast—an initial 
economy that is matched by long-term cost 
savings on energy and maintenance. And 
because the value of masonry buildings lasts, 
they're as profitable to resell as they are 
economical to own. 

PEACE OF MIND: Fire walls built of 
masonry won't burn and can keep flames 
and smoke from spreading from one unit to 
the next. Solid masonry walls provide 
excellent sound control as well as fire 
protection. 

AESTHETICS: Masonry comes in 
thousands of colors, textures, shapes and 
sizes that enhance the visual appeal of a 
building. Brick, block, tile, terrazzo and stone 
create warm, inviting interiors and striking 
exteriors that harmonize gracefully with any 
environment. 

CRAFTSMANSHIP: Masons are craftsmen. 
Every building they construct reflects their 
skill, dedication and pride in their craft. In an 
age where convenience often takes 
precedence over quality, masonry construc- 
tion is an unparalleled combination of expert 
craftsmanship and the best materials ever 
devised for building. 

If you'd like to know more about the 
multi-benefits of masonry for multi-family 
construction, contact the International 
Masonry Institute, 823 15th Street, N.W., 
Washington, D.C. 20005. 


INTERNATIONAL 
(The Bricklayers' International Union and the 
Mason Contractors in the U.S. and Canada.) 
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new work can proceed in such areas. 

On the much-debated Building En- 
ergy Performance Standards (BEPS), 
both bills delay the final effective 
date. 

The Senate version extends the date 
for promulgation until August, 1982, 
from its original August, 1980 date. 

The House version, which the NAHB 
prefers, would have HUD require inter- 
im regulations by Aug. 31, 1981, to be 
applicable only to newly constructed 
federal buildings. 

Federal officials would then be 
requested to conduct a demonstration 
program in different regions of the 
country for at least 12 months, and 
submit final standards to Congress in 
April, 1983. 

But if and when BEPS are adopted, 
“they will not automatically apply to 
or replace HUD Minimum Property 
Standards (MPS),” says Housing Sub- 
committee Chairman Thomas L. Ash- 
ley (D-Ohio). — DONALD 0 LOOMIS 

McGraw-Hill World News, Washington 


FHA raise. In the Senate bill, the 
maximum single-family mortgage in- 
surable rises to 95% of the median 
area home sales price. 

Says one lobbyist: “This would open 
California for FHA insurance for the 
first time in years.” Many houses have 
been ruled out for FHA mortgages by 
the present $67,500 ceiling. 

The: House version simply ups the 
ceiling to $75,000. 

Both bills budget $675 million next 
year for the Urban Development Block 
Grant program. An amendment in the 
House version, backed by building 
interests, would require a ruling within 
90 days in historic areas, on whether a 
building or a neighborhood is of histor- 
ic importance. 

Preservationists have successfully 
delayed builders for much longer peri- 
ods—or stopped them altogether —in 
neighborhoods designated as historic. 
Present law requires comment from 
the Advisory Commission on Historic 
Preservation in Washington before 


IRS inquiry freezes note sales 


cancelled sales of bonds in mid-August 
after the IRS stated objections to the 
practice and said it was “studying” the 
issue. 

The problem, other than possible 
violations of federal anti-arbitrage reg- 
ulations, is that the more tax-free 
packages sold, the more tax revenues 
the Treasury loses. 

Bond-issuing financial houses in 
New York and other banking centers 
typically check with Treasury officials 
on sales of such bonds. Unless the 5 
response is unequivocal, there is a 
question of whether the interest pay- 
ment to bond-holders are tax-free. 
This alone is enough to block the sale. 
Until the answer is decided, bond sales 
may stay in limbo. —D.O.L. 


Without taking formal action, the 
Treasury has snuffed out sales of tax- 
exempt public housing notes and 
bonds—at least $390 million worth, 
around the country. 

At issue is the legality of the care- 
fully designed—but questionable— 
bond-and-note packages, which are 
used to cut the cost of financing hous- 
ing projects. 

Typically, local agencies sell short- 
term notes and longer-term bonds for 
twice the cost of construction. Notes 
pay for construction costs, and bonds 
are invested in federal securities. Pro- 
ceeds from these are used to redeem 
the notes. 

Bond-issuing agencies in Massachu- 
setts, Louisiana and New York all 


Revitalization plan: housing left out 


Although some details of the depre- 
ciation plan need to be worked out, a 
Treasury Department official says he 
does not believe that the new deprecia- 
tion treatment would apply to residen- 
tial property. However, it would affect 
schedules for equipment and commer- 
cial buildings. 

Other proposals that might indirect- 
ly help the housing industry: 

®Improvements in the investment 
tax credit. 

®New tax breaks for small business 
owners. 

®An 8% credit against social securi- 
ty payroll taxes paid by both employ- 
ers and employees. o 


President Carter’s new plan to “revi- 
talize the economy” contains nothing 
to help the housing industry directly — 
either out of its current slump or in the 
long run. 

Of course, to the extent that the 
Carter program might succeed in pro- 
ducing a healthier, less inflationary 
economy, housing would benefit along 
with other sectors of the general eco- 
nomic picture. 

However, builders would be helped 
by the administration's tax proposals, 
which include a new accelerated 
depreciation scheme that would allow 
a faster write-off for capital invest- 
ment than is currently allowed. 
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Housing bill: 
now it's up to 
the conferees 


Congress must first iron out a few 
wrinkles before it can send a housing 
authorization bill to the President. 

A conference committee will have to 
forge a compromise out of the differ- 
ing House and Senate versions. Each 
bill gives HUD about $12 billion in 
spending authority for fiscal year 
1981, which began October 1. A com- 
promise was not expected by that date, 
but a continuing resolution to keep 
HUD programs operating was likely if 
the Oct. 1 deadline was not met. 

Most of the $12 billion in appropria- 
tions continues subsidy programs 
which supplement the rent or mort- 
gage payments of people occupying 
about three million housing units. 

But conferees will also decide on two 
new programs: 

9A subsidy for 80,000 to 100,000 
mortgages on new houses, to a top of 
$60,000. 

eA subsidy for construction of 
about 40,000 units for middle-income 
renters. 

Possibilities. Also up for consider- 
ation under the bill: 

9 A proposal to set federal standards 
for condominium conversions. 

9 A measure to let expire the Home 
Mortgage Disclosure Act, a law 
intended to combat redlining. 

eA flexible, regional method of 
determining FHA ceilings. 

€ An increase in the authority of the 
HUD secretary over FNMA's new home 
improvement loan program. 

Controversy has accompanied the 
middle-income rent subsidy program. 
It was flatly rejected by the Senate, 
which adopted a Republican-backed 
amendment that put back in the bill 
$2.4 billion for 255,000 subsidized 
units for lower-income families. Of 
those, 60% would be newly constructed. 

The House adopted a Republican- 
sponsored amendment that bans rental 
subsidies from about 200 cities with 
rent control. In debate, Rep. Chalmers 
P. Wylie (R-Ohio) pointed out that, 
under the program — in high-cost cities 
like New York and Washington— rent 
would be subsidized for families with 
incomes above $40,000. 

But backers argued that with less 
subsidy per unit —since higher income 
families would pay a greater percent- 
age of the total monthly cost—a total 
of 286,000 middle-income units could 
be financed at the same cost to the 
Treasury as 255,000 lower-income 
units under existing law. 
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is dropped into place. It is then se- 


mobile home manufacturer. 
However, the firm is developing pro- 
grams in six California cities, and in 


one named Twentynine Palms, it's 
planning a 108-home community. Says 
Hill, *We anticipate a growing de- 
mand—and community acceptance — 
for this product." | —JAN HUNSINGER 

Laguna Beach, Calif. 


received nothing but compliments." 
Lancer, meanwhile, is planning to 
expand its factory-built business after 
its successful venture and a very differ- 
ent—but also successful—one in 
Watts (see story below). Only three 
Lancer factory-built homes are cur- 
rently on sites; until now, the 15-year- 
old company has been exclusively a 


..and another finds a place in the city 


as nervous as many of my Orange 
County industry associates would have 
been." 

Since the construction of the 71st 
St. home (cost with land: $52,300), 
Lancer has taken orders for homes on 
seven more neighborhood lots, working 
with individual developers. 

And the firm has a contract for a 
20-lot program in the nearby—and 
primarily black—community of 
Compton. It's a pilot program through 
the L.A. Housing Authority and HUD. 
If, it'S successful, says Hill, similar 
programs will follow. Lancer is now 
considering becoming builder-devel- 
oper as well as manufacturer with its 
sectional houses. Hill says this is for 
two reasons: to increase per-unit prof- 
its—as manufacturer, it's limited to 
less than $2,000 per home—and, to 
have greater control of the final price. 
It wants to keep that as low as it can, 
says Hill, to assure the widest possible 
market. —J.H. 


Lancer faced different obstacles when 
it introduced its factory-built homes in 
Watts, the inner-city black section of 
Los Angeles that exploded with racial 
tension in the Sixties. 

The problems were as much psycho- 
logical as financial, says Lancer's Jer- 
ry Hill. Business persons of all races 
tend to shy away from Watts. But both 
financial and psychological barriers 
were shattered in August, when Lanc- 
er put up a 1,183 sq.-ft. three- 
bedroom, two-bath home on 71st St. in 
Watts. The installed cost of the house, 
with land but excluding profit, was 
$43 per sq. ft. 

Financing was arranged through a 
S&L which has been owned by a black 
family for three generations: Broad- 
way S&L purchased the lot and took 
the business risk, acting as the builder 
and developer. 

“I had known one of the top manag- 
ers for many years, and persuaded him 
to take a chance," says Hill. “He was 
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A sectional finds 
a home in 
a fancy suburb... 


Can low-cost, factory-built houses pass 
muster in expensive neighborhoods? 

Last winter's southern California 
mudslides gave Lancer Homes, Inc. of 
Corona, Calif., a unique opportunity to 
find out. And, to the surprise and 
delight of everyone involved, a Lancer 
home now stands in a Laguna Beach 
neighborhood where lots alone average 
$140,000. 

The owners paid $55,000 for the 
house, including site preparation and 
installation. For that they got a 1,288 
sq.-ft. three-bedroom, two-bath sec- 
tional. Options also included: a wood- 
burning fireplace and a two-car 
garage. 

Loan program. Price was particu- 
larly important, for the Smail Business 
Administration had offered displaced 
homeowners loans to rebuild. Terms: 
up to $50,000 at 3% interest, with no 
points. While a sure bargain, these 
loans were inadequate for most home- 
owners, who had continuing obliga- 
tions to pay off mortgages that the 
floods had not washed away with their 
homes. 

Luckier were Bruce and Denny Gre- 
gory. As the third generation to live in 
their now-destroyed Bluebird Canyon 
house, they owned the lot free and 
clear. The only wrinkle: finding a way 
to rebuild their home for close to the 
$50,000 limit. 

Stick-built homes—at $60 to $70 
per sq. ft.— were out of the question. A 
neighbor referred them to Lancer, 
which had a model to fit their lot and 
their budget. 

Lancer's per-sq.-ft. cost in the facto- 
ry is about $20, says marketing exec 
Jerry Hill. The Gregorys’ house cost 
about $27,000; an additional $28,000 
was spent on site preparation laying 
the foundation, delivering the house, 
lifting it onto the foundation by crane, 
and finishing it. Total: $55,000. 

Timing. The Gregorys placed their 
order on July 3 and moved in August 
25. A two-week strike at the Lancer 
factory held things up; Hill says the 
fastest order-to-delivery time would be 
seven weeks. 

Besides timing and price, Lancer 
prides itself on design. Says Hill, “In- 
side and out, these homes look like 
traditional, stick-built homes." 

Design-conscious neighbors of the 
Gregorys seem to agree. Bruce Grego- 
ry reports that all his aesthetically 
fussy Laguna Beach neighbors have 
come to see his new home and “we’ve 
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The strong sales pickup in June and 
July stimulated third-quarter starts 
which should reach an annual rate of 
1.3 million, says Advance. 

Flip-flop. Mylod blames severe 
changes in interest rates for harm 
done. “The whipsawing of the mort- 
gage market has builders and lenders 
scared to plan for the needs they per- 
ceive,” he says. 

He points to a rise of 3۷-4 percent- 
age points, followed by a fall of 4/2-5 
percentage points—all in seven 
months. The rate swings, up and down, 
have hurt both lenders and builders. 
Even in prosperous markets like Dal- 
las, Houston and Phoenix builders 
have gone bankrupt this year, says 
Mylod. 

The growing importance of the sec- 
ondary markets as funders of conven- 
tional mortgages has contributed to 
this instability, says Mylod. Reason: 
these markets are more volatile than 
are local lenders. 

A shift in Federal Reserve policy — 
from controlling interest rates to con- 
trolling the money supply—has also 
affected this year’s bumpy cycle, 
Mylod says. But he adds one nugget of 
good news: 

“We think the basic mortgage-rate 
trend is still downward, and we expect 
savings flow to rebound—though later 
and perhaps less strongly than in past 
recessions. There may be several ups 
and downs before a bottom of 11- 
11'^76 mortgage rates is reached, prob- 


is currently mired in recession. Says exception, not the rule. ably next spring." ۳ 
PEOPLE 

Ryan reshuffle: Ryan's Smith: 

more time mat eo 


load for 
the CEO 


Robert J. Mylod, Advance president: 
“The spring drop in rates brought no 
recovery at all in the Detroit, Chicago 
or Cleveland markets, or in other Mid- 
western markets. Only isolated seg- 
ments of these markets show any activ- 
ity at all.” 

Northeast activity was only a little 
stronger. In the South and West, 
employment growth and in-migration 
have slowed considerably. Adds My- 
lod: “This has put a damper on hous- 
ing demand even in some strong local 
economies.” 

Demand. In general, housing activi- 
ty statistics do not reflect potential 
demand, which is, says Mylod, “much 
stronger than these statistics convey.” 
Acute shortgages will occur by next 
spring, especially in the now-dormant 
South and West. 

Other findings: 

®Condominiums will come close to 
last year's level of starts, 173,000 and 
condos are outselling single-family in 
almost every market. 

eSingle-family starts should fall 
nearly 40%, to about 750,000. 

e Unsubsidized rentals are projected 
to fall more than one-third to 140,000 
starts or less. Subsidized rental starts 
should fall by 15% to 135,000. 

One reason the year won't be a total 
bust is a midyear pickup in sales. As 
interest rates dropped sharply in June 
and July, sales shot up. In California, 
some hot tracts had buyers camping 
out as in boom times. But this was the 


New president up from ranks at Ryland 


McEneaney's latest promotion was 
announced by James P. Ryan, chair- 
man and CEO of Ryland. 
BUILDERS / DEVELOPERS: Alan J. 
Greenberg joins Upland (Calif.) based 
Inco Homes as partner, vice president 
and chief financial officer. 

At Ponderosa Homes (Irvine, 
Calif.), John I. Jefsen comes aboard as 
vice president and general counsel. He 
was legal counsel for Kacor's Rancho 
California Division. o 


The new president of Ryland Group 
Inc., is James F. McEneaney. He 
expects to lead the company strongly 
into the townhouse market, and into 
more sales of basic housing with 
upgrade options. 

McEneaney comes to company 
headquarters at Columbia, Md. from 
Ryland’s midwest area. While in the 
midwest he served as president and 
chief operations officer, marketing vice 
president and division manager. 


NEWS/MARKETS 


Survey: third 
quarter gains 
will hold up 


The August upturn in mortgage rates 
has ruled out a healthy recovery in 
1980. But third-quarter starts will still 
best the second quarter by 30%. And 
the year’s starts should end up at 
about 1.2 million. 

Those are among the conclusions of 
“U. S. Housing Markets,” Advance 
Mortgage Corp.’s quarterly market 
survey. 

Advance predicts a generally weak 
housing industry for the year’s remain- 
der, in most types of housing and in 
most of the country. One bright note: 
mortgage rates will keep falling amid 
fluctuations. 

Regions. According to Advance, 
the recovery should be strongest in the 
South for three reasons: June permits 
there were within 20% of last year’s 
figures; some Southern builders 
chalked up record sales in July; and 
mortgage rates there aren’t increasing 
as fast as elsewhere. 

The one standout market is Miami- 
Fort Lauderdale, where a 5% increase 
in permits is predicted for the year, 
thanks in part to cash-laden foreign 
buyers. 

Not so active: Midwestern markets, 
dependent on the heavy industry that 


to plot growth 


Malcolm M. Prine, chairman, presi- 
dent and ceo of Pittsburgh-based 
Ryan Homes, plans to devote more of 
his time to expanding his company’s 
franchising and owner-builder pro- 
grams and to developing its closed-wall 
building systems. So he has restruc- 
tured top management to free him of 
operations responsibilities. 

Steven J. Smith, formerly a senior 
vice president/operations, was named 
to the newly created job of executive 
vice president/operations — responsible 
for Ryan's 10-state homebuilding ac- 
tivities. Reporting to him are four 
senior vice presidents who manage spe- 
cific regions. Two of the senior VPs are 
new: Arthur L. Titus and John D. 
Napolitan. Continuing as senior VPs 
are: Edward J. Waddell and Donald 
A. Thorson. 
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Visionary Paolo Soleri: 


Building a city in the Arizona desert 


completed or are underway. These 
buildings, (see illustration below), are 
set at the base of what will be the main 
city building. The overall design of the 
tall, angular building has been estab- 
lished, however. (See below.) 

And already built, besides the satel- 
lites, are: a visitors’ center and restau- 
rant, a ceramics workshop, a foundry, 
a swimming pool, quarters for the 
apprentices and workshop participants, 
and the archways that will be the 
gateway to the city. 

Reactions. Builders and lenders in 
the vicinity have mixed reactions. 
Some think Arcosanti is too far ahead 


of its time, as does this loan officer: 


“I’m not sure it would be the best kind 
of living for most of us. Come back in 
100 years, and it may sell." 

And a spokesman for the Home 
Builders Assn. of Central Arizona 
says, "Strictly unconventional. There's 
no proven market for it." 

But some support Solari's efforts. 
One banker says, "We need abstract 
thinkers if we're going to get any pro- 
gress at all. Lifestyles are changing; in 
time, financing for this kind of project 
will come more easily, as people come 
to understand and accept it." 

A major builder and developer 
notes, “A few years ago, townhouses 
were new, and sold slowly. Now, we 
can't keep up with the demand. So 
Solari's ideas could likewise become 
the rage." — FRANK GIANELLI 

McGraw-Hill World News, Phoenix 


house where food will be grown year- 
round. Solar technology will be used 
for space and water heating and for 
other energy needs as well. 

Another energy saver: In-city trans- 
portation will be mostly elevators and 
escalators. However, cars will be avail- 
able for travel outside, according to 
Soleri’s plan. “If you remove the auto- 
mobile from the city, you are making a 
great gift to society," he says. 

Cost. Financing has been a thorn in 
the visionary Solari's side. For a while, 
a pending government grant looked 
promising. Then a federal reshuffle 
wrapped the application in red tape. 

Solari has spent $2 million on Arco- 
santi, raising the money through sales 
of ceramic and bronze windbells (pro- 
duced in Arcosanti), donations and 
lecture and tuition fees. 

Students have done much of the 
work on the satellite buildings keeping 
costs down, Solari estimates, to about 
$30 a sq.-ft. 

But when the construction begins on 
the main building, skilled tradesmen 
will be needed. “We originally came 
up with a figure of $200 million," he 
says. "But that was years ago, and our 
timetable for building is over the next 
10 years. And who knows what the 
costs might be by then." 

Some details—like floorplans of 
mainbuilding units—have still to be 
determined. Such specifics are devel- 
oped as needed on the satellite struc- 
tures, a number of which have been 


It's mixed-use carried to the ultimate. 
And, amazingly enough, it makes a 
virtue out of crowding. 

Arcosanti —the dream city of archi- 
tect Paolo Soleri— will cover 14 acres 
and house 5,000 people. But most of it 
will be located in one huge steel, con- 
crete and plastic-membrane building 
that will rise 25 stories—nearly 300 
feet—above a barren mesa, some 70 
miles north of Phoenix. 

Essential services, such as food and 
repair shops, will be on the lower 
floors. Health clinics, care centers and 
an infirmary will be scattered through- 
out the upper floors. 

In Solari's city, an apartment serves 
as an office and entertainment center 
as well as a home, since it will have 
much more flexible space use than do 
today’s homes. It also serves as a 
health care facility, for in theory no 
doctor will be more than eight minutes 
away. Thus hospitals will be used only 
for emergency care and surgery. 

Laboratory. Soleri sees his futuris- 
tic city as an urban laboratory that 
will yield solutions to future housing 
problems. Crowding, for example, 
“leads to good things,” he says. “In 
Arcosanti, people will become more 
social and their culture will explode.” 

He contrasts this with nearby Phoe- 
nix which is “scattered, broken down, 
segregationally wasteful—not a very 
good place to develop society.” 

Energy. The south face of Soleri’s 
massive building: a five-acre green- 
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Aerial view (above) of Paolo 
Soleri’s thus far uncompleted 
Arcosanti. Right, a floor plan 
and cross section of the East 
Crescent unit, presently under 
construction. In the center is 

an amphitheatre; filling out the 

circumference of the structure 
are apartments. 
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NEWS/THE COURTS 


Court rules against restrictions 
on exclusive resale brokers 


Dean Heights each year, the commis- 
sions are clearly “not insubstantial,” 
the justice rules. And since the “uni- 
queness and special characteristics of a 
particular plot of land have long been 
recognized," any realty seller has spe- 
cial market power, since no other seller 
can offer something exactly the same, 
Cotter writes. 

Liable. In another case, it was 
found that a builder who does not live 
up to the strictures of the Truth-in- 
Lending Act can be haunted by the 
violation —even after the customer has 
died (see related story, page 16). 

The U.S. Court of Appeals in New 
Orleans rules that a district court 
judge was wrong in throwing out a 
move by the heirs of a homeowner to 
cancel a home improvement contract 
he had signed and get returned all the 
payments made under it. 

The contract had already been paid 
off. But when the statements for indi- 
vidual installments were added up, 
they totalled more than 4076 more 
than the cost originally stated in the 
contract. 

Court actions to right individual 
wrongs can continue beyond the life of 
the customer in question, the court 
rules. —D.B.M. 


MARKETING 


You can’t make buyers resell through 
one broker exclusively. So rules the 
Connecticut Supreme Court, in strik- 
ing down a covenant to that effect in a 
New Milford subdivision. 

The reason: The arrangement vio- 
lates state antitrust laws. But as the 
decision is based on federal court rul- 
ings, similar restrictions in other states 
probably would not stand up. 

The case, brought by the state attor- 
ney general, involved Dean Heights, a 
64-lot development in New Milford. 
Fourteen years ago, the owner added 
the covenant limiting the right of 
homeowners to pick their broker. 

In 1979, Bren Construction Co., 
Inc., assigned to Hassan-Maxwell, 
Inc., the authority to make sales. Two 
years later, the broker threatened to 
stop the attempts of a homeowner to 
sell her house through another agent. 

Illegal. It is usually against the law, 
explains Chief Justice John P. Cotter, 
for a seller to tie the availability of one 
item or service to a demand that a 
second one must be taken as well. 

The only exceptions: ties not affect- 
ing a significant amount of commerce 
or situations where the seller has no 
special market power. 

With a probable seven resales in 


Gas prices don't discourage 
detached-home shoppers 


make a difference, barely half— 
5345 —said they were looking for a new 
home closer to work. 

Single-family faithful. Shoppers 
were asked to choose among these 
alternatives: a detached home an 
hour's drive from the principal wage- 
earner's place of employment; a town- 
house 30 minutes away; a midrise con- 
do 15 minutes away; or a high-rise 
within walking distance of work. They 
were told that price, square footage 
and amenities would be the same for 
each type of residence. The results: 
66% picked the detached home and 60 
minutes of driving twice a day. 

What's more, few of those commut- 
ers would change their minds if gas 
prices hit $1.50. Ninety percent of the 
single-family seekers said they'd still 
commute for the detached home. 

And 85% would still drive an hour to 


work if gas prices hit $2.00. 
Most likely to compromise: childless 
households. — B.B.G. 


Many homeshoppers still yearn for a 
single-family home well removed from 
the bright lights of the big city. And 
even $2.00-a-gallon gasoline doesn't 
dim that desire. 

That's one conclusion drawn from a 
survey of 1,231 homeshoppers in six 
L.A.-area counties. The survey, which 
was sponsored by the Southern Cali- 
fornia Building Industry Association, 
included questions designed to discover 
whether homeshoppers will be altering 
their moving patterns as gasoline 
becomes more costly. Here are some of 
the answers: 

®Less than half the shoppers— 
4696-9910 gas prices influenced their 
decision about the area in which they 
were looking for a new home. 

eShoppers in outlying counties, 
such as Riverside—and family shop- 
pers— were less likely to take gas 
prices into account—only about 40% 
said they were a factor. 

*Of those to whom gas prices did 


NEWS/ MARKETING 


At the top of the market, or- 
chestra musicians (photo below) 
performed for guests at fund-rais- 
er/opening (left). Groups of musi- 
cians played indoors.and out. 


In the middle of the market, 
guests roamed through model homes 
(photo left) where works by local 
artists were on display (below). 


Billing the builder as patron of the arts 


power needed to bring out the crowds. 

For both openings, mailing lists 
from the artistic groups were used in 
sending out invitations. And, in the 
case of the fund-raiser, a local civic 
group that supports the orchestra 
made phone calls to people in the 
community, asking them to attend. “In 
effect,” says Dix, “they gave us a lot of 
free advertising.” 

On native ground. Although music 
was the bill-of-fare for the high- 
income project’s opening, and fine arts 
for the middle-income event, the 
choice of art form had little to do with 
buyers’ wealth. Rather, it was a ques- 
tion of what was best-known and popu- 
lar in the region. 

Scottsdale takes great pride in its 
orchestra—one of the few in the 
state—and Mesa is famous for its 
many resident artists. So, in each 
locale, the marketers selected the art 
form with the highest profile, appeal- 
ing as much to civic pride as to taste. 

Thus, the builders’ gains were in 
good will in the community as well as 
in sales: Dix, for example, was named 
Scottsdale’s “Music Man of the 
Year.” Adds Bay, “The key to any 
builders long-term success is the repu- 
tation he manages to achieve in the 
community.” —STEPHEN LEVIN 


size of the crowd (over 2,000) and, 
more specifically, sales: 51 units (over 
$8 million) in just 60 days. 

Different strokes. The second 
opening—held last spring—was for 
Meadow Green, a middle-income proj- 
ect built by Bellamah Homes in Mesa 
(see photos above, bottom). Here, works 
by outstanding local painters and 
sculpters were put on display in model 
homes in a ten-day exhibition. 

A local artists’ league selected all 
works for the show; pieces chosen were 
also put on sale. Bellamah, on its end, 
agreed to act as art merchant, han- 
dling all art purchases for the league. 

Total turnout: 1,000. Sales: five 
units in two months. 

Says marketing consultant Betty 
Jane Bay, Stricklan Communications 
& Marketing Inc., “If the exhibition 
had been held any other time than the 
low point of a recession, there would 
have been several times the turnout 
and a lot more sales.” (According to 
Bay, who also organized the Scottsdale 
event, sales have picked up consider- 
ably since the spring.) 

Matters of technique. The mar- 
keters’ decision to work with artistic 
organizations based in the community 
also had a practical side: It provided 
them with mailing lists and extra man- 


The arts have arrived “on-site,” and 
builders, buyers and art buffs are all 
applauding. 

In the past year, two project open- 
ings in Arizona have been staged as 
cultural events: one as a fund-raiser 
for a symphony orchestra, the other as 
an exhibition for local artists. Results: 
unusually large turnouts, good sales 
and enhanced reputations in the com- 
munity for sponsoring builders. 

Prelude to sales. The first open- 
ing—held last fall—was for Tierra 
Feliz IV, in Scottsdale (see photos 
above, top). The luxury project was 
aimed at high-income families and 
empty-nesters, a group traditionally 
interested in supporting the arts (for 
tax and investment purposes as well as 
aesthetics). So the idea of a recep- 
tion—to be held on-site—to raise 
funds for a struggling local orchestra 
seemed sure-fire. 

Though guests were charged $1 
apiece to attend, builder Von Dix, of 
Dix Custom Homes, footed the entire 
bill for preparations and refreshments. 
Thus, all funds collected went straight 
to the orchestra. And Dix incurred an 
additional large expense: He matched 
each dollar raised (about $2,000) with 
one of his own. 

But the investment paid off in the 
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This design capitalizes on an ocean view 


It does it two ways: by fitting two 
luxury units—both facing the ocean— 
into three floors; and by providing an rat r 
unusual amount of deck space. تا بر‎ LH II 

The two-level plans shown at right GHBRMES ae. av 
are from Spinnaker’s Reach, a condo- 
minium project in Ponte Vedra Beach, 
Fla. They’re used for those end units 
with a direct ocean view. 

Here’s how the plans work: 

Space on the middle floor of the 
building is split, with half devoted to 
the master bedroom of one unit and 
half to the living room, dining room 
and kitchen of the other. Result: two 
2-level units with main living areas 
facing the view rather than the more 
typical two-level unit plus a flat. 

“We took advantage of the ocean- 
front site by fitting more of our most 
luxurious units into a limited amount 
of space,” says Paul Schwartz, of the 
San Francisco architectural firm of FIRST LEVE q 5 irr 
Don Sandy and James Babcock. E TEVE 

The project— being built by Arvida 
Corp.—is aimed at well-to-do empty 2,650-sq.-ft. plans (above) sell for $325,000. Entrances— indicated by arrows— 
nesters and retirees. Though it won’t are from outdoors. Other units in the project range from 704 to 2,945 sq. ft. 
open until winter, 54 of its 58 units and are priced from $59,500 to $295,000. 
have already been sold, including all 
those with an ocean view. —S.L. 
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Gothic-style church in 1930 (above). The 130-year-old church looks the same today, after 
being recycled into ten cooperative apartments plus commercial space. Project qualified for 


upper levels onto the stairways. Excep- 
tions: units 9 and 10, where connecting 
balconies hidden in the church roof 
provide a means of escape (see top 
plan on facing page). 

Results. Sales revenue for the ten 
units came to about $1.2 million. In 
addition, the buyers assumed a 
$400,000 mortgage. The cost of 
acquiring and recycling the building 
was about $1.3 million. Thus profits 
penciled out at about $300,000. 

“They would have been even higher 
if we hadn’t come on the market at a 
time of recession and high interest 
rates,” says Miele. “I’m sure we could 
have sold the apartments for even 
more.” —S.L. 


} MAIN ENTRANCE 
pTIRE EXIT 


tax abatement under a local program. 


figuration made it impossible to create 
high-ceilinged two-story units similar 
to those in the nave. And the alterna- 
tive solution —stacking flats on top of 
two-level units with lower ceilings — 
was also impossible, since there was 
inadequate light and ventilation. 

Miele's solution: two 3-story units, 
each with 2,400 sq. ft. of space (units 7 
and 8 in plans). 

Fire exits. Because of the church's 
landmark status, Miele could not 


make any alterations in its facade, and 
this ruled out the use of conventional 
fire escapes. He solved this problem by 
having the central stairways double as 
fire escapes. Secondary exits (open 
arrows in plans) in most units lead from 


COMMERCIAL 


This old church 
is now home 
to ten owners 


You might think that the window con- 
figuration alone would have discour- 
aged anyone from trying to turn this 
19th century Brooklyn, N.Y. church 
into apartments. 

But the building is a local landmark, 
so there was an even more difficult 
problem: providing fire exits without 
altering the church’s facade. 

Architect Jean Miele of Middle Vil- 
lage, N.Y. solved both problems and 
created ten cooperative apartments, 
which he sold at prices ranging from 
$108,000 to $130,000. He also created 
5,400 sq. ft. of commercial space 
which he now leases from the co-op 
and then subleases at a profit. 

Subdividing the space. Getting a 
substantial number of apartments with 
proper light and ventilation in the nave 
of the church was relatively easy: 
Miele opted for six 2-story units, (1-6 
in plans on facing page) each with about 
1,200 sq. ft.—a scheme that is typical 
of recyclings where there is a limited 
amount of window area in proportion 
to the interior space. 

He also took advantage of former 
attic space to create two large, open 
apartments (units 9 and 10, facing 
page). 

The rear portion of the building 
posed a problem, however. It was a 
school that. had been added to the 
church, and its windows were set at 
inconvenient heights (see photo above, 
far right). The irregular window con- 

a 


Section (right) shows 
how central stairways 
were made to serve 
as fire escapes by pro- 
viding a secondary 
means of reaching them 
from each unit—via 
stairways, bridges or 
mezzanines (escape 
routes indicated by ar- 
rows). 


JECTION 


NEWS/REHAB 
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Top level—which was 
originally attic space— 
now consists of two un- 
partitioned, 2,400-sq.-ft. 
flats (dark grey in plans). 
Balconies double as fire 
exits: There are no ob- 
structing walls, so occu- 
pants from one unit can 
cross onto the balcony of 
the other, then leave the 
building by the stairwell. 
Each unit has unique 
features. In Unit 9, the 
dining area is raised, cre- 
ating an cating alcove. In 
Unit 10, most of one wall 
is taken up by a large 
stained-glass window. 


Lower-levels contain six 
2-story units (light grey in 
plans) and two 3-story 
units (blue in plans). 
Three-story apartments 
have differing room ar- 
rangements because of 
the need to fit a public 
hall and stairwell into the 
building. Since room 
heights in these units also 

: d I differ from those in the 

"ak | t t rest of the building (see 

TUE m section on facing page), fire 
escape bridges in Units 5 
and 6 had to be raised 
two steps. Project builder: 
Baldwin DiGiovanna, 
who was also a joint-ven- 
ture partner. (For more on 
joint ventures, see p. 44.) 
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NEWS/ MERCHANDISING 


Such treatments will have to be tem- ing a single color throughout a mod- 


pered if small rooms are to seem el creates flow and continuity of 
larger. floor space— hence expands a house. 
White is a basic space-stretcher, The opposite effect—a seemingly 
as are certain high-key colors. My “small” home—can result from 
firm was one of the first to recognize changes in floor surfacing, say from 
CAROLE EICHEN the value of single-color motifs: For brick to vinyl, to cork to hardwood. 
Carole Eichen Interiors example, I created “airy” models us- Furnish them small. Furniture 
Fullerton, Calif. ing backgrounds of yellow with selection is where the professional 
white, green with white and dove- designer's expertise counts most. Bil- 
Do's and don'ts for grey with white. Those combinations lowy, overscaled seating will make a 
brought spaciousness, light and vital- small room appear even smaller. Ex- 
space-stretching ity = جیسب که‎ small bun in a ample: It wee bc a mistake to cor- 
interior design way that exhilarated visitors. ner sectional sofas, and extend them 
We'll also have to adjust our along the better part of two walls. 
thinking about patterns. Big, bold Furniture placed against walls does 
designs have no place in limited more than reduce free floor space; it 
s new homes are built spaces. Striking images repeated in (unhappily) underlines how close 
smaller—and just about everyone wallcoverings, upholstery and drap- facing walls are to each other. 
agrees that they'll have to be— the eries nullify efforts to expand a room Try this test: To make a living 
question becomes: “Will sales appeal visually. room appear infinitely smaller, line 
suffer?" That doesn't mean we have to cut up sofas, chairs and lamp tables 
It won't if the interior designer out wall coverings completely — only side-by-side along all four walls, thus 
compensates for that diminished that they should be used judiciously. creating a small open core in the 
space in the models by: Limit them to bedrooms and baths, center of the room. Then, gradually 
9 Providing points of impact of and use small delicate patterns that remove pieces of the furniture, and 
such interest that room size becomes appear to recede rather than ad- note how the room appears to be- 
almost a secondary consideration. vance. Such patterns could also be come much larger. 
e Creating an illusion of more repeated in draperies and upholstery. The lesson here: To visually 
space than actually exists. Wood paneling is another item stretch a room, try to leave one sec- 
* Avoiding decorating treatments that can "shrink" a room. So it too, tion of a wall completely undec- 
that visually shrink space. should be used sparingly (if at all) orated from floor to ceiling. 
*Emphasizing double-purpose when you're resorting to every possi- Expand through illusion. Floor- 
spaces rather than single-function ble means of avoiding a closed-in to-ceiling mirroring is relatively ex- 
rooms. feeling. If, for some marketing rea- pensive. But when installed on key 
Good interior design stops pros- son, paneling is necessary, try rough- walls in a model, mirrors can attract 
pects in their tracks. It leaves them sawn, V-joint boards—and white- more prospects and sell more units 
enchanted with the new ideas they wash them. than many other decorating devices. 


see, and yearning to possess that 
kind of environment themselves. 

Of course, the reality of less 
square footage inevitably comes to 
light. But if the interior designer can 
carry the prospect through a model 
in a highly receptive mood, he has 
done his job well. 

How can that be accomplished? | 
Remember, we're talking about units 3 
that not only have less space than - - ۳ ۱ 1۳ Lr 
prospects are accustomed to, but 
possibly also fewer features like fire- 
places, wet bars, etc. And there may 
be fewer outdoor attractions visible 
from indoors, as well. 

There are a number of ways to 
make the smaller model seem larger. 
But only the professional designer 
knows how to adapt to the smaller- 
scale environment without creating 
overstatements, which prospects 
can't relate to. 

Obviously, each smaller model will 
present its own specific problems. 
But there are certain basic decorat- 
ing techniques that are applicable in 
any situation. 

Color them simple. In recent 
years it has been popular to embel- 
lish white walls with color and 
texture, with patterns and paneling. 
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A word here about carpeting: Us- That is, provided the mirroring re- 


FRED DALY 


| 
| 
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kitchen/family room and the living 
room becomes a place for family 
gatherings (even dining), then we 
may want to revert to the completely 
closed-off kitchen —one where 
there's not even a pass-through to 
the dining area. 

In the end, it may have more 
identity (from a woman's point of 
view) as a cooking center than simp- 
ly as an adjunct to a family room 
Who knows? Perhaps in our quest 
for smaller homes, we'll develop 
plans that are more convenient and 
more efficient. 

Whether or not it will be accepted 
by the market will probably depend 
to a large degree on the way it's 
merchandised. 

For good design delivers charm, 
and style— thus saleability — regard 
less of room size. 

But if the prospective buyer says, 
“This is really well decorated — for 
such small rooms," the interior de- 
signer will have failed. 

From experience I know that even 
in models of say 1,400 sq. ft., it has 
always required considerable ingenu- 
ity to create an uninterrupted flow 
of surprise and satisfaction. Even 
more expertise will be needed to sus- 
tain buyer interest in models that 
are smaller 

Emphatic decorating statements 
will have to be made; impact will 
have to take precedence over room 
size; and much more intensity will 
be required 
Tight eat-in kitchen (photo 1) is 
visually expanded by using a 
light-tone color scheme and light- 
scale furniture. 

Floor-to-ceiling bookcases 
(photo 2), lacquered in white and 
interspersed with mirroring, 
"stretch" a mini-dining area 
Note the bamboo-and-glass table 
It, too, visually adds dimension 
to the 80 sq.-ft. space 
Chevron-like headboard, 
fashioned from mirror strips 

and whitewashed paneling 
(photo 3) seems to add height 
and width to a master bed- 

room wall. 

Bamboo-screen headboard, 

a solid-color bedspread with 
checkered dust ruffie and mir- 
roring are three space-stretch- 
ing touches in this master suite 
(photo 4). 


1. Hidden Palms in Palm De- 
sert, Calif., built by Interstate 
Properties 

2. & 3. Sycamore Gardens in 
Tustin, Calif.—a condo conver- 
sion by Daon Corp. 

4, Ridgewood Townhomes in 
Azuza, Calif., built by Ridge- 
wood Development Co 


the spot for TV watching, for reading 
and, perhaps even for dining. In oth- 
er words, the living room will be- 
come the family center, as well as 
the formal entertainment area. And 
it will be up to the interior designer 
(merchandiser) to convey that mes- 
sage—to create a multipurpose cen- 
ter without resorting to clutter 

Less square footage may also re- 
quire smaller secondary bedrooms. 
And that may mean that like many 
master suites, those bedrooms will 
have to be designed with sliders or 
floor-to-ceiling windows that expose 
attractive views of outdoor ameni- 
ties. Besides adding perceived dimen- 
sion to sleeping areas, such architec- 
tural changes offer the interior de- 
signer an ideal environment for 
showing how such rooms can also 
function as dens, hobby or sewing 
rooms or home offices 

Utility rooms may also have to be 
sacrificed in the smaller house. If so, 
the kitchen could be the only spot to 
locate a washer/dryer, bringing that 
room back closer to what it used to 
be— purely a workroom —than it has 
been in recent years. 

Obviously we won't be returning 
to an era when perspiring women 
cooked over open hearths. But it 
may become necessary to turn the 
kitchen into a true workplace — al- 
beit without sacrificing the charm 
that's been brought to that cooking 
center. 

After all, if we eliminate the 
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flects something of interest —a gar- 
den, fireplace, elegant chandelier or 
an important piece of furniture, for 
instance. 

In other words, the mirroring 
should “double” one of the best fea- 
tures in a model. And the effect can 
be especially stunning if the mirror- 
ing also reflects white walls and 
white or light-toned carpeting and 
upholstery. 

Still another way to seemingly 
“double” space: Place potted plants 
next to sliders that open to a garden 
or other area with plants and flow- 
ers. Tying the indoors and outdoors 
together that way inevitably makes 
the indoors seem more expansive. (A 
word of caution: Don’t use so many 
plants indoors that the view of the 
outdoors is blocked.) 

Some more visual space-expand- 
ers: reflective wallcovering (it 
doesn’t have as much impact as mir- 
roring, but it works especially well in 
small baths and powder rooms) and 
large graphics with designs incorpo- 
rating a “vanishing point” that cre- 
ates the illusion of infinity. 

Expand with reality. Prospects 
are more likely to accept smaller 
houses if models are merchandised 
to show how some of the rooms can 
do double duty. 

Say, for example, that in order to 
cut square footage, the family room 
and/or den is eliminated from a 
plan. That means the living room 
will truly have to become lived in— 
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CREATIVE DESIGN SYSTEM 
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to olivei in. 


The Pella Slimshade 


The Pella Clad System 


uct, too, the Pella Skylight, to brighten other areas of the home. 

Other Pella exclusives available with the Sunroom are removable panels of 
Solarcool” Bronze Glass (vertical glazing only) and the disappearing 
Rolscreen; a screen that works like a window shade. 

The entire Sunroom exterior has a protective jacket of aluminum cladding 
over insulating wood, so there's no outside maintenance. 

Wouldn't you know Pella would be the first major window manufacturerto offer 
a completely engineered, solidly constructed solar greenhouse to brighten the 


Here's what Pella offers to brighten prospects 
for more building and remodeling business. 


introducing 
the Pella Sunroom 
a greenhouse 


It shouldn't be difficult to convince prospective customers how nice it would 
be to have a Pella Sunroom for dining out or winding down or just lounging 
around. Tell them how they can have more sunlight, more living space and more 
energy economy from passive solar energy and exclusive Pella features. The 
Sunroom practically sells itself. Then see your Pella distributor and work out the 
details. It's an engineered system so you just complete preliminary footing and 
foundation work and assemble the Sunroom components. The size is up to you 

. just add additional sections for a larger Sunroom. What could be simpler. Take 
a look at all the exclusive options available. 

Pella's exclusive Slimshade? an attractive narrow-slat metal blind built-in 
between the panes of glass, offers exceptionally effective light and heat control. 
Slimshade is available on all rectangular Sunroom windows as well as the 
exterior sliding glass door. It is also available in the Sunroom roof, where it 
installs just below the glass panels. 

Another Pella exclusive, the Double Glass Insulation System—two panels of 
glass, one fixed outside, the other a removable interior panel with almost a full 
inch of insulating air space between—offers superior energy efficiency. Roof 
panels utilize insulating glass. 

The Contemporary French Door, an exceptionally 
energy efficient sliding glass door, plays an integral 
part in Sunroom design. There's a companion prod- 


lives of homeowners and contractors alike. 


The Pella Double Glass 
Insulation System 


Please send me more information on the Pella Sunroom. 


Name Mail to: Pella Windows and Doors 
3 IC EIS S Dept. T40J0 100 Main Street 

Firm Pella, lowa 50219 

Also available throughout Canada 
Address Sea d ت‎ Coupon answered within 24 hours 

© 1980 Rolscreen Co 

City LM CX TE E 
State Zip 
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NEWS/MERCHANDISING 


Kiddie book says ‘Color me housing’ 


Attention to small details often scores 
high with prospects—especially when 
the “small details” are their kids. 
That’s why Bob Katzman, who 
builds luxury custom houses in West 
| Bloomfield, Mich. [HousiNG, July], 
put together a coloring book about 
| homebuilding. 
| “Buyers say, hey, that’s really a nice 
۱ touch,” says Katzman. “If he’s think- 
ing of those little details, I’m sure he'll 
do well on the details of my house.” 
An added benefit: The coloring 
books keep clients’ children occupied 
while in the sales’ office or on site— 
and thus, out of everybody’s hair. 
Good p.r. Katzman also encourages 
the children to take the coloring books 
home with them. He’s not just being 
| generous: Every time the children 
| bring the books to the homes of friends 
or neighbors, Katzman gets a little 
free publicity. *It helps get your name 
around town," he says. 
Production of the merchandising 
device cost little: $75 for artwork and 


masons are kiying the Drckes‏ و 


he Carpenters. are working 


Construction scenes arc drawn on 
all eight pages of children's coloring 
book; two pages and front cover are 
shown here. Drawings and words tell 
the story of how a house is built, 
making the book educational as well 


BULDA -—— 


$125 for printing several hundred IN M. 
copies. And, as Katzman points out, » | as-entextaining, 
reprints will be even cheaper than the HOUSE WITH Abbey homes 


COLORING BOOK 


start-up batch. —S.L. 


COSTS 


Real Estate Financing | Stockpiled 


materials save 
bucks 


“We've saved over 20% on some prod- 
ucts and materials by stockpiling. And 
that’s allowed us to cut as much as 
$10,000 from the price of a house.” 
So says David Hoffman, president 


of Red Seal Homes Inc., which builds 
e $150,000-$190,000 single-family 
homes in Northbrook, Ill. 
National Bank | -——-.... 
most materials are stored right on site, 
® inside garages and basements of model 
homes. 
The only real expense is for the right 
to store lumber—which is purchased 
۹ in carloads—at a local lumberyard. 
Real Estate Department, 44 Wall Street Hoffman buys directly from the lum- 
í ber company, rather than the distribu- 
New York, New York 10005/212-623-2959 tor, and avoids the usual markup. 
Following trends. Savings stem 
from two sources: market price swings 
and bulk purchasing. | 
Hoffman buys basic materials, like | 
lumber and copper piping, when he | 
m believes a commodity's market is at a | 
€ ^ member of the National Westminster Bank Group low. He saves on cabinetry, lighting, | 
HVAC equipment and other manufac- | 
tured items by taking advantage of 
bulk discounts. —S.L. 
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ut utility bills for 
our home buyers 


with Temple 
High Performance 
Urethane Sheathing 


You know that utility bills will continue to go up. So do your 
home buyers. That's why they'll appreciate homes that use 
energy wisely and efficiently. 

And that's one of the reasons you'll appreciate Temple High 
Performance Urethane Sheathing. It insulates better...far 
better...than traditional sheathing. Because of all types of 
sheathing, Temple High Performance Urethane has higher 
R-values, and the higher the R-value, the greater the insulat- 
ing power. 

For example, experts recommend that homes in most parts 
of the country have walls with a total insulating value of R-19. 
With Temple High Performance Sheathing, you can get this 
R-value with conventional building methods. In other words, 
you don't have to learn a new way to build in order to build this 


new way. Just use regular 2 x 4 framing, 1⁄2" gypsum for the 
inside walls, R-11 insulating batts and ¥4” Temple High Per- 
formance Sheathing. 


DIVISION OF TEMPLE-EASTEX 8 INCORPORATED Ask your dealer for our fact sheet before you buy. You'll find 
A Time Incorporated Company out why Temple High Performance Sheathing is such a good 
Diboll. Texas 75941 investment...for you and for your home buyers. 
: d 1 Temple High Performance Urethane Sheathing is available 
86 years of experience in the in 12", Ya", 34", 1" and 174" thicknesses in 4 x 8’ and 4’ x 9’ 
building materials industry. standard panel sizes. Other sizes available on request. 
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SPECIAL 
HOUSES 
FOR 
SPECIAL 
SITES 


Special sites needn’t be as diffi- 
cult as the one shown at right — 
although often they are. Some- 
times they're special because of 
a desirable location, and they 
may be the one odd-shaped, 
leftover parcel in that location. 
Often they're special because 
they're near water or on a 
mountainsjde — and anything 
that's built on them can intrude 
on an unspoiled natural view. 
There's one thing they all 
have in common, however: Spe- 
cial sites require special houses 
that are designed as much to fit 
the terrain and the neighbor- 
hood as the owner's lifestyle. 
And that can pose quite a prob- 
lem for architect and builder. 
On the following nine pages 
are examples of designs that of- 
fered good solutions to their 
special site problems. All con- 
tain ideas that would work 
equally well on ordinary sites — 
particularly where privacy is de- 
sired. And all are built in famil- 
iar styles with familiar materi- 
ولو‎ but with that extra creativ- 
ity that sets them apart. 
Because of that, each has won 
an award in the 1980 Homes 
for Better Living program.* 
— JENNIFER A. WAGNER 


*The Homes for Better Living awards 
E m is sponsored by the American 

nstitute of Architects in cooperation 
with HOUSING. The full list of 1980 winners ap- 

in May. More winners will be published 
in subsequent issues. 
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liveable by greenhouse areas 
: T , ; and projecting cedar decks 
¢ ^ that expand floor space and 
۱ i creaté'an “in the treetops” 

bens (see inset wee 


at 


Aslim plan 
fora steep lot 


There were two major problems in 
designing a house for this steep, heavi- 
ly wooded site: first, building on a 35 
to 40 degree slope, and, second, pre- 
serving the trees. 

A long, narrow plan set across the 
south-facing slope solved both prob- 
lems at the same time. 

First, it simplified construction by 
eliminating the need for retaining 
walls. Because the house is only 12 ft. 
wide, it could be simply perched on the 
hill. Only a 12 ft. by 12 ft. section of 
the site had to be excavated. And the 
only poles used were to support the 
deck in back. 

Second, only one tree had to be 
removed. 

This orientation also led to one of 
the house’s most distinctive features— 
a wall of glass with two greenhouse 
areas that extend out six feet and open 
up the narrow living area (inset photo). 
These greenhouse areas, which are 
used as dining/sitting areas, have a 
passive solar function as well. In the 
winter they are closed off by translu- 
cent, double-walled acrylic panels that 
snap into a sliding track that absorb 
heat from outside and reflect it to the 
living area. 

Supplementary heating is provided 
by two air-to-air heat pumps. 

The house was designed by Ray 
Crites of Huxley, Iowa, and won an 
Award of Merit in the 1980 Homes for 
Better Living competition. 


m Freestanding fireplace (inset 
photo) divides living room from 
, dining room. The firehood 
houses a boiler that is part of 
4 the hot water and heating sys- 
j tem; the hearth contains heat 
transfer pipes. 


SECTION 


Living room (scen from dining room) opens to the view and to the second-level window. 
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SPECIAL SITES CONTINUED 


Open living 
ona 
hemmed-in site 


This house was built on a 6,000- 
sq.-ft. lot, located in an established 
neighborhood of Seattle, Wash. The 
site had two things going for it—a 
view and a good location. It also had 
more than its share of problems. 
Problem No. 1: unusual dimen- 
sions— 120 ft. long by 50 ft. deep— 
and a zoning variance that required 
10-11, setbacks front and rear and a 
40-ft. sideyard. At the same time the 


Fie SUC TT Specie 1 
Jis E ae 


LIVING 


2,700-sq.-ft. pus suits a family of 


two adults and two teenagers for it 
provides well-separated areas for busi- 
ness-related and personal entertaining, 
as well as spaces both indoors and out 
for individual activities. The master 
bedroom suite is completely isolated, 
with its own deck and a dressing 
room and bathroom that are reached 
by a bridge that overlooks the living 
room. All rooms except for bathrooms 
face the downhill view. Notice how 
the curved wall areas echo the curved 
lath structure outside. 
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local building department refused to 
allow the ground floor to extend over 
an existing below-grade garage. 

Problem No. 2: a height restriction 
that was imposed by the seller of the 
site to protect his view (he lives on 
the lot above). 

Another consideration: The site's 
120-ft. of frontage faces south, with 
a spectacular view of Lake Washing- 
ton. To open the house to that view 
with glass meant some sort of sun 
control would be needed. 

To meet the height restrictions, 
the house was set into the hill, with 
the living room at one level, the 
kitchen, dining rooms and studio a 
few steps higher, and the bedrooms 
on the upper level. This plan opened 
the main living areas to the view. 

The house was sited so that the 
roof of the existing garage would 
become a terrace off the studio, and 
its simple rectangular plan met all of 
the setback requirements. 

So that the structure would blend 
into the garden-like site, and also 
provide shade for the large south- 
facing windows, a cedar lath trellis 
was wrapped around the south and 
west faces of the house and planted 
with ivy and flowering vines. This 
latticework was fitted onto a frame 
which was then nailed to the 3A'"- 
thick cedar lap siding. Although used 
here for sun control, the trellis could 
easily and inexpensively be adapted 
elsewhere as a privacy barrier or a 
landscaping device. 

Local building materials— cedar, 
brick pavers and latticework — and 
standard construction techniques 
were used to lower construction 
costs. 

Architect Gerald Williams of 
Seattle, Wash. won an Award of 
Merit in the Homes for Better Living 
competition for this design. 


Terraced garden walls (photo 
above) also act as retaining walls, 
and echo the "layered" design of 
the house (see section at left). Spe- 
cial effort was made to preserve 
the garden-like quality of the site 
with plantings and with the trel- 
lises. Eventually, when the vines 
have grown, the house should 
blend into the site. 


PHOTOS: CHRISTIAN STAUB 


SPECIAL SITES CONTINUED 


Ayear-round 
pavilion 
forawoodedsite 


The terrain of this site was not diffi- 
cult to build on: What was difficult 
was designing a house that would be 
isolated from the road and from possi- 
ble future construction but open to 
views to water, woods and meadow. 
(see site plan at left) 

The solution was a plan with no 
windows on the south side, and only 
one on the north (see floor plans at 
left). Yet from every vantage point, 
outside or inside, the house seems airy 
and open—almost like a summer 
house. (Photos facing page). 

Reason: the glass is on the roof. It's 
translucent fiber glass, in 3'4’ by 11’ 
panels. The sunlight can pour into the 
living areas, located — with the excep- 
tion of a play loft—on a single floor. 
Even the shadows of the trees are 
visible through that roof. 

There is a 20- by 27-ft. basement 
under the center of the house only; 
elsewhere, the structural posts are 
carried down to the ground, adding to 
the look of lightness and spaciousness, 
and also making it possible to build 
with minimum destruction of the nat- 
ural site. 

The post-and-beam construction 
also permits an open floor plan. Here, 
however, the architects designed a 
very disciplined layout, dividing the 
house into three parts with a large 
central public area flanked by two 
smaller private areas (see floor plans at 
left). 

In the center of the house, there is a 
12 ft. by 40 ft. play loft, which is open 
to the elements but sheltered by the 
wide roof overhang. As the house is 
located on Bainbridge Island, Wash., 
which has a mild climate, this loft can 
be used year-round. 

The house was designed by Morgan 
and Lindstrom of Bainbridge Island, 
Wash. Homes for Better Living jurors 
called this house a standard-setter for 
all builders; in particular they ad- 
mired the architects' sense of crafts- 
manship, respect for site and use of 
building materials. And on these mer- 
its, the house won an Honor award in 
the 1980 competition. 
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‘Floating’ house —the rectangu- 
lar 2,400-sq.-ft. plan appears to 
hover over its site— was designed 
to interfere as little as possible 
with the site and to create a feel- 
ing of openness. The traditional 
form and proportion of the post- 
and-beam shell are, says the archi- 
tect, an echo of regional North- 
western architecture. 


Site plan (opposite page) shows 
how house was set on its 760 ft. by 
100 ft. lot to take advantage of 
spectacular views toward Puget 
Sound, woods and meadow. 


Skylights help to open up the vir- 
tually windowless interior —only 
the two ends have glass. Homes 
for Better Living jurors were im- 
pressed at what they called the 
"luminescence" of house, despite 
the absence of conventionally- 
placed windows. 
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SPECIAL SITES CONTINUED 


Private living 
onanarrow 
coastal site 


The site is narrow and deep, and half 
of it slopes steeply to the water. It was 
also one of the few remaining pieces 
of undeveloped land on the New 
England coast. 

In designing a house for it, the 
architects had two important objec- 
tives: creating privacy inside and out 
and opening the house to the view. 

A T-shaped plan, set with the long 
leg of the T parallel to the water, 
accomplished both these objectives. 

First, it buffered the living area 
from a busy road with a three-car 
garage and a large entrance court. It 
also made it possible to orient the 
main living areas so that there would 
be few windows overlooking a neigh- 
boring house, which is only about 20 
yards away (see site plan at left). 

The T-shape also provides privacy 
for individual family members—a 
doctor who needs the seclusion of a 
private office for late-night work, his 
wife and their school-age children— 
and numerous guests. 

On the main floor, with the kitchen 
at the center, the family room is well- 
separated from the study and from 
the more formal living and dining 
room wing. Upstairs, the master bed- 
room is buffered from two of the 
children’s rooms, while the guest 
room is completely isolated. 

The second objective—opening the 
house to the view—was also accom- 
plished with the T-shaped plan. Two 
walls are completely lined with win- 
dows or sliders, and these are bor- 
dered by a long colonnade that leads 
the eye towards the view. 

The living room and master bed- 
room enjoy the most dramatic view, 
as they are in the wing that juts out 
toward the rocky slope. And each 
room gets sun, with the exception of 
the study, which will be used only at 
night. 

The exterior of the house— particu- 
larly on the street side— was designed 
to blend in with the traditional seaside 
houses of the neighborhood. In fact, 
the Homes for Better Living jurors 
said it "looks like it could have been 
there." 

The house, which was designed by 
Huygens and Tappe' of Boston, 
Mass., was given an Award of Merit. 
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Seaward elevation (above), with 
living room and master bedroom 
jutting toward the sea, is far more 
dramatic than the street elevation, 
which was designed to blend with 
the neighborhood. Note the over- 
hanging roofs: The architect sug- 
gests this as a useful device for 
bringing a two-story house into 
scale with a one-story neighborhood. 
The rocky site was not blasted for 
excavation. The seaward wing sits 
on top of the rock. Further inland, 
the site becomes dirt. At this point, 
a basement was dug. 


Family room has a brick-and- 
concrete fireplace (right) between 
two square columns that are 
turned at 45 degree angles. This 
design element is echoed through- 
out the house. Flooring here and 
on ground level is tile. Built-in 
cabinetry is oak. Window blinds 
are hidden in crevices in ceiling. 


TYHANSSOM JAHIS ۵ 
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PHOTOS: HOWARD BACKEN 


SPECIAL SITES CONTINUED 


Aquietdesign 
foran unspoiled 
natural site 


Here the only problem was to create a 
house that would be appropriate for a 
spectacular site, but that would avoid 
competing with it. 

The 2,500-sq.-ft. house was built on 
a .88-acre lot located high in the Rock- 
ies (see site plan left). It is flanked on 
two sides by Forest Service woodland, 
and its single neighbor is blocked from 
view by trees. To the west it overlooks 
the Gore mountain range and the 
Snake River. 

The architects aimed for an unob- 
trusive design that would nestle into 
the site (see photo right) and take in the 
view. Thus they adopted an inverted 
floor plan, typical of houses designed 
for uphill/downhill sites. Bedrooms, 
guest room, study and darkroom are 
on the first level; living areas are on 
the second level. 

Because entertaining is so important 
to the owner, who is president of a 
major ski area, the upper level was left 
almost completely open. Space is 
defined by freestanding elements— 
closets, a fireplace, a kitchen count- 
er—none of which is over eight feet 
high. And the glass walls bring in light 
and create a scenic backdrop. 

Building materials, both inside and 
out, were chosen because they were 
typical of the region. The cedar-shin- 
gle exterior was deliberately kept sim- 
ple to blend into the site (see photos 
below left and on facing page). The 
interior (photo facing page, below) 
achieves a “carpenter-built” look with 
exposed trusses, rough-sawn Douglas- 
fir paneling and floors of inexpensive 
deck planking. All walls are white- 
washed; creating a well-lit space for 
the plants, and a backdrop for photo- 
graphs, Oriental rugs and Indian art. 
Construction costs: about $35 a sq. ft. 

The house, which is located in Dil- 
lon, Colo., was designed by Backen, 
Arrigoni & Ross of San Francisco. It 
won an Award of Merit in the Homes 
for Better Living Program. 


they would have a 
better view. The upper 
level was left com- 
pletely open, with 
spaces defined by fire- 


The site itself was 
not difficult to build 
on. Although heavily- 
wooded and steeply- 
banked in some 
places, the house was 
set on a clear plateau 
15 ft. above the river, 
overlooking a view of 
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Unusual roof deck off 
the kitchen and dining 
room (above), was cut 
right into the garage roof, 
taking advantage of nor- 
mally wasted space. Al- 
though the deck faces the 
neighboring house, the 
view is blocked by trees. 
A second deck, off the 
master bedroom, is not 
shown in the plans above. 
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Shingled exterior 
(above), camouflaged 
by trees and vegeta- 
tion, is barely visible 
from the road. 


Stairway / planter (be- 
low), constructed of 
Douglas-fir lumber and 
ceramic tile pavers, was 
; : designed to accommo- 
Living area (photo i سس‎ c D. date the overflow of 
right) was kept open Y wt ii ات‎ I greenery that decorates 
to offer space for ih HM pe i the living room (left). 
frequent entertain- ۱ i 2 ا‎ a The railing on the left 
ing. The paneled دا‎ 1 ۲ | ۲ i is strengthened and sup- 
walls were white- ` PS " Hio 13 ۶۱ ۸ i ported by taut ship's 
washed, making the fo CEART i / ۱ cable. 

area seem even larg- ; p | wi ۱ 

er. They also con- 

trast with the green 

outdoors in the sum- 

mer, and blend in 

with the snowy scen- 

ery in the winter. 
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Joint ventures. They’re today’s fastest-growing financing scheme. You’ve read about them 
[HousiNG, August, 1980] and now maybe you're thinking about doing them. 

But before you sign anything, you'd better get to know the ins and outs of these often 
complex deals. And that's where HOUSING's nuts-and-bolts guide comes in. It tells you who to 
see, what to say, how to get started. In short, it gives you the five steps to a successful joint 
venture. — WALTER L. UPDEGRAVE 


subsidiaries. Not the type of partner a 
small builder easily approaches. 

Foreign investors. These could be 
corporations — Genstar, Cadillac-Fair- 
view—or individuals. This type of joint 
venture requires particular care and 
expertise, especially when the foreign 
entity is not well-known. Sometimes, a 
foreign partner uses the joint venture 
as an overture to an acquisition. 

Individual investor. Could be a 
professional—doctor, lawyer, den- 
tist—or a friend or relative. Individu- 
als are a good source for projects of 10 
or 12 units because less time and docu- 
mentation is generally required to 
strike a deal. But the individual may 
not understand the builder's business, 
which could be a problem if a project 
runs into any trouble. 


Know your investor 

John Hazeltine, president of Home- 
builders Financial Services Corp., 
Newport Beach, Calif., warns against 
builders' tendency to hold investors in 
awe: “Don’t assume the investor is the 
good guy who will always do every- 
thing right. The builder should look 
for the same thing in an investor as an 
investor looks for in the builder." And, 
he should look just as hard. 

Hazeltine offers the following ques- 
tions as a way for builders to deter- 
mine the eligibility of a potential insti- 
tutional investor: 


Does the institution have the cur- 
rent and ongoing financial strength 
to cover your immediate and future 
needs? 


vestment in local small businesses, 
SBICs can invest in residential, com- 
mercial and industrial projects. How- 
ever, they can only do ventures with 
companies that have assets of under $9 
million, net worth less than $4 million 
and net income of less than $400,000 
for the two years preceding the invest- 
ment. An SBIC's equity investment is 
tied to its capital base, so they're good 
for about $1.5 million tops in any 
given project. For a nation-wide direc- 
tory of SBICs, contact the SBA head- 
quarters in Washington, D.C. 

Joint venture companies. These 
are investment organizations created 
for the purpose of making joint ven- 
tures, some for the sole purpose of 
doing joint ventures with builders. 
Depending upon size, joint venture 
companies can make investments of 
$100,000 and up. Most of these com- 
panies shy away from projects of less 
than 25 units because these do not 
generate enough profit to cover moni- 
toring costs and leave a sufficient 
return on investment. 

Investment banks. Most invest- 
ment banks have a real estate arm for 
joint ventures. Generally, they're only 
interested in large investments in 
income-producing properties. 

Insurance companies. These are 
similar to the above in that primary 
interest lies in income-producing prop- 
erties, mostly commercial ones. 

Subsidiaries of corporations. 
Major non-real estate corporations like 
American Standard and General Elec- 
tric have done joint ventures through 


WHO TO GO TO 


“The first step when considering 
a joint venture is to identify your 
need," says Gene Issacs, vice president 
of Equity Programs Investment Corp., 
Falls Church, Va. Your need might 
take the form of equity dollars, land, 
marketing expertise, loan guaran- 
tees—or any combination of these. 

The next step is to find a partner 
who can meet that need. But remem- 
ber, your partner has needs too, and 
the ideal joint venture is one where his 
and yours mesh. 

In short, if you're looking for equity 
to do ten single-family homes, Aetna 
Life Insurance could no doubt meet 
your money needs, but it's doubtful 
whether you'd meet their profit needs. 
Similarly, if you have a large, subur- 
ban office park in mind, chances are 
your ideal joint venture partner is not 
the dentist who lives down the street. 
Below is a list of potential joint ven- 
ture partners. 

Service corporations. These sub- 
sidiaries of federal savings & loan 
associations are a good source of funds 
for residential projects of 25 units and 
up. 

Typically, service corporations take 
a general partner's role, but they can 
also act as a limited partner. In good 
times, they have access to tremendous 
resources, but they can drop out of the 
market quickly when S&Ls experience 
deposit drains. A disadvantage, says 
Issacs, is their *lender's mentality." 

SBICs —Small Business Investment 
Companies. Licensed by the Small 
Business Administration to fund in- 
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WHAT TO TAKE WITH YOU 


in a presentation will vary. Individual 
investors usually require less informa- 
tion than a joint venture company. If 
you've already done a joint venture 
with one investor, he might require less 
documentation the second time 
around. For a first-time deal, the pre- 
sentation should be as detailed as pos- 
sible and presented in a professional, 
ordered manner. The checklist below is 
a sample of the documents a builder 
should try to include with his applica- 
tion for a joint venture:* 


ODetailed cost breakdown of 
project 


from all applicable govern- 


Once you've decided whom 
you're going to see about a joint ven- 
ture, you've got to prepare yourself. 
"Don't walk in cold," warns Stan Ross 
of Kenneth Leventhal & Company, 
Los Angeles, “Do your homework in 
advance." This means two things: 1) 
Have a specific deal tied down and 
ready to go when you go to see your 
potential investor; and, 2) Have in 
hand a complete presentation which 
outlines that deal in detail. 

The amount of material you include 
OLand purchase contract or 


signed land option agree- ing bodies: 


[JProject schedule: 
1. land takedown and 
development 
2. construction starts 
3. sales and settlements 

Month by month cash flow 
for first 12 months 

Projected sales for life of 
project 

OFinancial statements: 
1. corporate and personal 
2. current to previous five 
years 

OSigned credit review au- 
thorization with list of 
creditors 

CIPersonal and corporate 
bank references 

O Trade references 

Personal resume: 
list and description of proj- 
ects developed including 
list of lenders and investors 
used in each project. 


1. tentative map 

2. conditional use permit 
3. sewer and utility 
approvals 

LIBonding: 

Description of require- 
ments for subdivision 
bonds 

LIPhotos: 

1. Streetscape photos of 
each abutting street and 
adjacent areas 

2. aerial photo 

(if available) 

LIMarket research report: 
(some investors prefer con- 
sultant; others accept in- 
house work) 

1. demand analysis of mar- 
ket area 

2. supply analysis— 
existing and proposed 
competition 

3. market segmentation and 
product recommendations 
4. absorption projection 


ment 
(Map showing: 
. property location 
. mileage to major city 
. convenience shopping 
. all schools 
. bus lines 
. employment 
. location and number 
of units of comparable 
housing 
8. any other pertinent in- 
formation: recreation and 
cultural facilities, etc. 
LIComponents of the project: 
1. type of product to be 
built or converted 
2. units/mix 
3. floorplans (include name 
or architect) 
4. number of acres 
5. density 
6. amenities 
7. community image 
OSoils study or report 
ODiscretionary approvals 


ON ہا‎ dt 


You want to give the potential investor 
enough lead time to evaluate your pro- 
posal and make a decision. There is no 
set interval, but Bill Schainker, presi- 
dent of Housing Capital Corp., Wash- 
ington, D.C. suggests a lead time of 30 
to 60 days be built into the builder's 
schedule. 


Stan Ross suggests making a brief 
synopsis of the above package: a con- 
cise description of the type of project, 
its cost, projected profit and the equity 
investment you're looking for. If it 
generates interest, you can then unveil 
the entire package. 

Finally, you must consider timing. 


*For documentation requirements of two joint venture companies, send your name and address to: 
Joint Ventures, HOUSING Magazine, 1221 Avenue of the Americas, New York, N.Y. 10020 


TO NEXT PAGE 


Are its balance sheets ladden 
with contingent liabilities that 
could cause problems later? 


Are its resources stable, or com- 
posed largely of “hot,” i.e., volatile, 
money? 

Are the institution's current joint 
ventures doing well or are they los- 
ing money? 

Will you be dealing with the 
same person or persons both before 
and after signing the joint venture 
deal? 

How many people will you have 
to deal with? The more layers of 
management your project has to be 
screened through, the longer it 
takes to get problems resolved. 


What are the institution's stan- 
dards for response time? When will 
they have a yes or no answer for 
you? 

Will your potential equity part- 
ner or one of his affiliates be com- 
peting with you? 

Can you be assured of the confi- 
dentiality of your proposal and 
research information? 

In previous joint ventures, has 
the investor shown a willingness to 
work with builders in order to solve 
problems that were unforeseen and 
beyond the builders’ control? 


Another tip in selecting a joint ven- 
ture partner: Pick one who not only 
knows real estate, but knows the par- 
ticular type you're building, be it resi- 
dential, commercial or mixed-use. ۸ 
partner who understands your business 
might be a tougher negotiator in work- 
ing out a joint venture deal," says 
Gene Issacs. “But you're usually better 
off having a partner who knows the 
particular problems you're up 
against." Issacs also advises builders to 
ask potential investors for financial 
statements. He says, "Professional 
joint venture companies should not be 
wary of disclosing their financial 
strength." 


JOINT VENTURES CONTINUED 


HOW TO SET IT UP 


then held for a later capital gain, says 
Charles Thomas, a CPA with Arthur 
Young & Company's San Francisco 
office. Income-producing properties 
often fall into this category. This way, 
the individual pays the 28% maximum 
personal capital gains rate. Were a 
corporate form chosen, the capital gain 
would be taxed twice: once in the 
corporation and then again when the 
builder extracted the gain from the 
corporation. If an individual enters a 
joint venture partnership, he is individ- 
ually liable according to his status as a 
general or limited partner. 

Corporation. This form is often 
chosen when the project will produce 
"ordinary income" as for-sale housing 
projects do. Although the corporate 
entity leads to double taxation— the 
corporation's income is taxed, then the 
shareholder's dividend — very often 
this pencils out to less overall tax for 
several reasons. One, the maximum 
corporate tax rate is 46%, the personal 
maximum 70%. A corporation can 
fully deduct interest and carrying costs 
on construction. Individuals must 
amortize these over a ten-year period. 
Finally, a corporation chooses its own 
fiscal year and may operate on an 
accrual accounting basis. An individu- 
al operates on a calendar year and a 
cash basis. What these differences 
amount to is that a corporation can 
usually, though not always, wind up 
paying less tax on ordinary income. 
The corporate form also has limited 
liability. 

A final note: Sub chapter S corpora- 
tions are special corporate entities 
which enjoy many of the benefits of 
both corporations and individuals. 
However, there are a variety of com- 
plex limitations and conditions on their 
use, particularly where real estate ven- 
tures are concerned. It is best to con- 
sult an authority about them. 


decisions, this partnership form might 
be chosen by a builder who wants more 
from a partner than equity dollars. 
Here as well, income flows through 
partnership and is taxed at the hands 
of the partners. 

Corporation. A corporation is a sepa- 
rate legal and taxable entity. Unlike a 
partnership, income is taxed as earned 
by the corporation and taxed again 
when distributed as dividends or salary 
to the corporation's shareholders or 
employees. Corporations also feature 
limited liability and a life which runs 
until bankruptcy or dissolution of the 
corporation. 

The corporate form is often used in 
joint ventures involving condo conver- 
sions and ones where one partner is 
bringing land to a subdivision project. 
This is done to preserve capital gains 
treatment. 

Because of a change in the account- 
ing procedure for joint venture assets, 
Peter Feinstein, president of the Cen- 
tury City, Calif.-based accounting 
firm of Feinstein, Schwartz, Smaler & 
Barrett, suggests builders retain con- 
trol of any partnership formed to do 
joint ventures. Under the new proce- 
dures, a builder's financial statments 
can carry the joint venture assets in a 
consolidated form, i.e., all the assets 
minus the minority interest. “Basical- 
ly, it gives the builder a new and better 
looking financial statement," says 
Feinstein. 

Second. You must decide whether 
to enter the joint venture as an individ- 
ual or a corporation. Depending upon 
the specific type of project planned, his 
own financial circumstances, and the 
kind of income the project will gener- 
ate, each form holds advantages and 
disadvantages. 

Individual. Builders often enter a 
joint venture as an individual when 
doing a project which will be built and 


"There's no cookbook ap- 
proach to setting up joint ventures," 
says Stan Ross. Each deal must be 
viewed individually and tailored to the 
specific needs of each partner. So there 
are no hard-and-fast rules saying 
whether you should set up your joint 
venture as a general or limited part- 
nership or a corporation. But no mat- 
ter how you set it up, the structure 
should at least reflect these three cru- 
cial concerns: 

Control. Which of the two or more 
partners will have managerial control 
of the project and what will be the 
limits of the other partners' control? 

Liability. Will the partners share 
equally the debts and obligations of 
the joint venture's project? Or, will 
one partner's liability be limited? 

Taxation. What kind of income and 
expenses will a project generate? How 
will the income be taxed? 

Because of the complex legal and 
accounting issues behind these three 
concerns, it's probably a good idea to 
consult an accountant or a tax attor- 
ney or both when deciding upon the 
structure of your joint venture. There 
are two essential decisions. 

First. You must decide which form 
the joint venture itself will take. There 
are several possible arrangements, but 
the most commonly used forms are: 

Limited partnership. The builder fre- 
quently takes the general partner role, 
the investor the role of limited partner. 
Income flows through the partnership 
and is taxed once distributed to the 
partners. The limited partnership is a 
popular way of structuring joint ven- 
ture deals where a residential, for-sale 
project is being built. 

General partnership. Two or more 
general partners, each totally liable for 
the joint venture's obligations, make 
up a general partnership. Since both 
partners participate in management 


WHAT TO WATCH FOR 


deal. 

Here are some areas where the 
builder should be particularly careful 
of what he's agreeing to when doing a 
joint venture: 

The profit split. Profit splits can 
range from 20-80 to 50-50, depending 


of you everywhere else. Don't take 
anything as a given, especially words 
like “profit,” “overhead,” and other 
terms which are generally accepted 
but can mean different things to dif- 
ferent people. You should know exact- 
ly what these terms mean for each 


There are few standards 
where joint ventures are concerned. 
Most arrangements are negotiated to 
accommodate the specific needs of 
each partner. Generally, a builder's 
game plan should be: Negotiate where 
you can, understand what's expected 
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balance sheet; 

®Monthly schedule of receipts and 
disbursements; 

* Monthly escrow report; 

®Monthly variance report: actual 
vs. budgeted costs; 

*Monthly projection of estimated 
cost of completing project and esti- 
mated profits. 

Penalties. There are many grounds 
for the removal of the general part- 
ner— usually the builder—in a joint 
venture. A few are: 

eSubstantial deviations in cost, 
quality or timing from project specifi- 
cations originally approved by the 
partners; 

9 Failure to discharge or bond with- 
in 30 days any mechanic's lien filed 
against property; 

®Failure to provide reports and 
statements required by agreement. 

Contingencies. Thc agreement 
should spell out what happens in the 
event of... 

®Death of general partner: Some 
agreements are automatically dis- 
solved, assets liquidated and revenue 
paid out in an order provided for in the 
agreement; 

9 Bankruptcy: Same as above; 

eA partner's desire to terminate 
agreement: This usually can only be 
done if all partners agree in writing to 
the dissolution. 


much in commissions and fees can be 
charged against revenue. 

Ordering of profit. “Partners 
should come to a concise understand- 
ing of who gets paid what, when and in 


” 


what order,” advises John Hazeltine. 
In short, there should be a clear, 
unambiguous ordering of profits and— 
for the unfortunate cases—an ordering 
of loss. Usually, the interim lender gets 
payment first, followed by the investor 
and, finally, the builder. Make sure 
that payments to lenders and investor 
don’t hinder your ability to complete 
the project. 

Reporting requirements. Before 


signing a deal, a builder should know 
what reports the joint-venture partner 


requires of him once the project is 
underway. These requirements could 


vary from meetings with investors to 


highly detailed monthly statements. 
Because compiling reports will take 


time and money, the builder should 
figure what this will cost him and see 
if the overhead allowance against prof- 
it is consistent with these require- 
ments. In short, Hazeltine warns 
against getting involved with investors 
“who are just report-happy.” 


Typical reports required of builders 
are: 

eQuarterly cash flow and budget 
updates; 


®Monthly income statement and 


upon the respective risks taken by the 
partners. Generally speaking, the more 
risk one takes, the greater return he 
expects. But two deals where the profit 
split is the same can differ substantial- 
ly in the dollar return each investor 
gets, depending upon the way “profit” 
is defined. 

“This is where you really need your 
accountant," says Stan Ross. Both 
partners should agree as to which 
expenses will be deducted from reve- 
nue to come to the profit figure that 
will be divided up. The agreement can 
be concise or lengthy; some expenses 
are negotiable, others aren't. Again, 
there are no standards, but here are a 
few guidelines: 

Overhead. Investor and builder 


might agree on a fixed amount of 


overhead to be charged against profits 
for a project, or they might set an 
allowance based on a percent of sales. 

Front end costs. These are usually 
negotiable. Costs of tentative land 
maps, discretionary approvals and oth- 
er costs incurred to get the project 
ready for the investor to look at are not 
automatically covered by the joint ven- 
ture agreement. 

Sales commissions and fees. These are 
usually deducted from revenue to 
arrive at the profit figure. Specify 
whether outside or in-house salesmen 
will be used as this may affect how 


DO's AND 5 


This list of do’s and don’ts compiled by Kenneth Leventhal & Co.’s Stan Ross might prove helpful. 


Assume the investor will provide all the equity 


Submit an excess amount of disjointed material 


Over-complicate the analysis with internal rates of return 


or discounted cash flow formulas 


State the investment objectives 


Prepare a complete presentation—cash flow analysis until sale 


or rent-up, etc. —and a synopsis of it 


Show the specific assumptions of your forecast 


Submit a breakdown of major segments: land, infrastructure, 
construction costs, operating costs, etc. 
Submit the breakdown and timing of cash investment 
Provide key financial data on prior projects to show 

track record vU 

Give background material on company and key personnel 
Be specific in describing the type of entity: partnership, 
corporation, debt or others 

Calculate and include U.S. tax implications of the project 


Show future equity or appreciation 
Include project maps, illustrations and related graphics 


Separately show management fees and overhead 
reimbursements 


Present cash flow only on a cumulative project basis 


Forecast att excessive rate of inflation 
Submit only balance sheet and profit and loss statement 
Provide a general list of all company employees 


- Assume your structure is the only desirable or 
acceptable one 


Assume tax brackets or capital gains treatment 
Forecast the sale of the property if intent is to hold 
Submit detailed engineering plans until requested 


Limit the data to aggregate or bulk numbers 


Understand political and economic environment of foreign 
investor, including customs 
Be open and to the point 


Discuss general political problems with foreign investors 


Generalize or be evasive 
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Added views of great 
room focus in on (1) 
the kitchen area (far 
left) in which an angled 
niche gives the refriger- 
ator a built-in look and 
provides display space 
for collectibles and (2) 
a view of the living 
room (left) as seen from 
the dining space, in 
which some of the pas- 
sive solar system’s glass 
and thermal storage 
walls are seen. Interior 
designer: Catherine A. 
Erb of Armstrong. 


PHOTOS: ARMSTRONG WORLD INDUSTRIES 


STRETCHABILITY 


Here’s a house whose plan and interior design are 
chock full of borrowable ideas. Among them: 

Space-stretching design: Openess, volume and 
angles give a small — 1,350-sq.-ft.— house the feeling 
of being much larger. In the photo at left, for 
example, a 13۵ by 2012 great room appears much 
larger, mainly because of the cathedral ceiling. And 
the eye is drawn upward because the brick fireplace 
is carried up to the ridge line. The balcony, with 
railing, also helps make the space seem larger. 

And study the angled fireplace wall and refrigera- 
tor niche. Even though angled walls are harder to 
build than straight walls, they're often worth the 
effort for the impression of space they create. 

Multi-use space planning: a great-room layout 
in which several functions flow into—yet don't 
intrude on— each other. Specifically, look at how the 
division between living area and kitchen/dining 
space is suggested by a single step down and by 
combining a column and built-in entertainment cen- 
ter to create the impression of a wall. And note that 
even a narrow balcony can be turned into a mini- 
library. 

Passive solar design: A system (see next page) 
that utilizes glass and termal-storage walls and a 
greenhouse entry (see elevation above) to help reduce 
heating costs. 

Expandability: a two-bedroom plan that's tailor- 
made for the addition of a third bedroom (see next 
page) when family needs change. 

This house, the latest Armstrong (World Indus- 
tries Inc.) Idea House, was commissioned by the 
building products manufacturer because consumers 
had responded so enthusiastically to a previous 
promotion house. It's being featured in two-page, 
four-color ads in several consumer and shelter mag- 
azines. So don't be surprised if a rash of prospects 
start asking for similar features in your houses. 

And if you'd like to duplicate this plan, Arm- 
strong has arranged with architect J. Wylie Bradley 
of deVitry, Gilbert and Bradley for the sale of 
complete architectural drawings (with specs). Cost: 
$50 for one set; $110 for five sets; $20 each addition- 
al set. Write: deVitry, Gilbert and Bradley, P.O. 
Box 1509, Lancaster, Pa. 17604. —J.R.V. 


FOR ALOOK AT HOW 
THE HOUSE CAN STRETCH, 
TURN THE PAGE 


IDEAS FOR THE '80s 


A BIG-LIVING 
SIVIALL HOUSE WITH 


STRETCHABILITY CONTINUED 


A THIRD 


And that third bedroom — 
as the layout at far right 
shows — will be a wing unto 
itself, opening off the stair- 
way landing. This would be 
an ideal arrangement if an 
aged parent came to live 
with a young family. Or the 
added bedroom and bath 
could serve as a second 
master suite should two un- 
related persons own the 
house, or a couple prefer in- 
dividual privacy. 

The basic two-bedroom 
plan (near right) provides 
1,350 sq. ft. of living area. 
Over half —some 750 sq. 
ft.—is devoted to the multi- 


page. 
Note the absence of win- 
dows on the fireplace wall. 
The house was designed so 
that two like plans (one re- 
versed) can be linked as a 
duplex. 


Thermal storage walls col- 
lect heat passed through 
south-facing windows, sky- 
light and green house — then 
radiate that heat through 
the house. (Specs offered 
with architectural drawings 


show alternate ways of 
shading the house in the MASONRY تمهت‎ 
summ er.) 3 AGE WALLS 
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WHY 


A SUCCESSFUL 


im Knuppe had always been 

dead set on being a homebuild- 

er. In the early '60s he worked 

nights and weekends as a loco- 

motive fireman for the South- 
ern Pacific Railroad so he could pour 
more equity into the apartment build- 
ings and condominium projects he 
built weekdays. And when he couldn't 
afford choice urban lots, Knuppe 
bought the ones passed by as too steep. 
The joke among his builder friends 
was that Knuppe took to the hilly sites 
so well because he had one leg shorter 
than the other. 

By the late '60s, Knuppe was doing 
volume townhouse and single family 
detached projects. But even as he pros- 
pered, he became disillusioned with 


| , 
MINIWAREHOUSES CONTINUED 


HOW HE BUILDS THEM 


HOW THEY PENCIL OUT 


Annual 


56,000 517 
675,000 2,332,517 


went back to Him and asked for help 
in finding three sites in the San Fran- 
cisco Bay area. What He came up with 
were Alameda, Berkeley and San 
Pablo— Knuppe's first projects. 
Knuppe also looked to Him for financ- 
ing, and He came through with $2.5 
million. Since those days in 1971, 
Knuppe has come to regard God as a 
joint venture partner of sorts. 

Some may scoff at Knuppe's deal- 
ings with The Divine, but you can't 
knock the results. Knuppe now owns 
and operates 13,000 storage units— 
over one million sq. ft.— which gener- 
ate some pretty impressive numbers 
(see *How They Pencil Out," above). 
What's more, Knuppe says it's a cinch 
other builders can do the same. 


Gross 
Annual Income 


2,167 58,517 
12,670 3,009,517 


Hayward? 185,000 
1,001,950 


1 Not fully rented. 2 Opened March, 1980. Income projections assume rental of 50 units per month 
Figures provided by Knuppe Development Company, San Leandro, Calif 


homebuilding. He didn't like the “hills 
and valleys every three or four years" 
and being at the mercy of inflation and 
interest rates. And it was taking longer 
and costing more to get a project 
approved and underway. Add it all up, 
says Knuppe, “and building homes got 
to the point where you had to throw a 
seven every time." 

Prime for a change, Knuppe con- 
sulted a high—some say the highest — 
authority: God. Recalls Knuppe, “I sat 
in my office and prayed, *Lord, if you 
want me to be a builder, you better 
give me something to do.” The next 
day, his prayer was answered via a call 
from a friend in San Francisco who 
told Knuppe about miniwarehouses. 

Knuppe liked what he heard. So he 


‘WE PUT 


THEM UP JUST 


LIKE FORTS' 
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FIVE KEYS TO 5 


Location. “Stay in close where the population is and pick a visible, highly traveled 


spot,” says Knuppe. “Just off a freeway ramp is good.” An area with lots of 
apartments, townhouses and small homes is usually a plus too. 


Mix. This varies from market to market, but Knuppe suggests getting in as many 


8-by-8 and 10-by-10 units as possible. In high-density urban areas, reserve 20% of 
capacity for small units. Remember, 3-by-4s get up to $1 a sq. ft. 


Zoning. You're best off locating in a commercial or industrial zone. If possible, 


pick a fire zone 3. That way, you won't have to install fire sprinklers. 


Management. Knuppe keeps a manager and yard man on duty during business 
hours which run from 7 a.m. to 7 p.m., seven days a week. His facilities offer 
storage space only, not handling, care and custody. Offer a month-to-month lease 
and charge a late fee. Last year, Knuppe collected $35,000 in late fees alone. 


Financing. Tough to get, but builders with a proven track record should manage. 
This can work to builders' favor by keeping out quick-buck artists who lack the 
lender contacts of an experienced builder. 


in transit or in possession of more 
goods than space to store them. 
Among the items kept in his self- 
service storage units are: evidence for 
police files; cadavers in transit between 
morgues; old furniture and record col- 
lections; and, records and equipment 
for a telephone company and local 
utilities. One man keeps a bookcase, 
lamp, chair and ottoman in his 6-ft. by 
10-ft. unit where he comes for the 
peace and quiet he needs to read. And 
until recently, Knuppe played landlord 
to several rock bands which rented 
spaces for practice sessions. 

Now Knuppe says there’s little 
chance he'll ever go back to home- 
building. Unless, of course, his joint 
venture partner wills it. —W.L.U. 
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sq.-ft. with the 3 by 4 units fetching up 
to $12 a month and the 10 by 30s up to 
$98. Excluding land, construction 
costs come in around $10 a sq. ft. 

To tighten security, the buildings in 
his projects are arranged in a fort-like 
perimeter. An electronically controlled 
steel gate provides the one means of 
entry and exit. And to bring traffic to 
this gate, Knuppe relies on a good 
location and an eye-catching sign, such 
as the one that caught the eye of a 
local television station. Seems 
Knuppe's storage facility bordered the 
entrance to a cemetery, giving new 
meaning to his large sign which reads 
"Rent-a-space $5 and up." 

About 75% of Knuppe's customers 
are businesses; the other 25%, people 


Net 
Cash Flow 


753,517 


“It’s just like building a large barn 
and dividing it up," he says. Except in 
this case, the barn is one or two stories 
high, about 20 ft. wide and up to 1,000 
ft. long. Knuppe uses a concrete slab 
foundation and wood-frame construc- 
tion, but says steel, concrete or block 
walls work just as well. Finally, he tops 
his buildings with a 24-gauge steel roof 
system which clips together. 

Drywall partitions divide the interi- 
or of Knuppe's “barns” into units 
ranging from 3 ft. by 4 ft. to 10 ft. by 
30 ft. The unit-size mix varies accord- 
ing to the storage needs of a particular 
market, but overall about 50% of 
Knuppe's units are under 100 sq. ft. 
and the average is 70 sq. ft. Units rent 
for an average of forty-six cents a 


PDATING THE 
PLAINJANE TRACT HOUSE 


This house could have been built RT 
in any of countless subdivisions ( FRAO SR 


LI 


SCREENED PATIO 


BAR‏ با 


" See-through fireplace | 


is a key element in up- 
date (blue in plan), It both 
channels traffic around 
instead of through —the | 
living room and formalizes 
the dining area. Architect 
Sugerman was able 

to extend the new entry 
beyond the existing facade 
because the house was 
originally sited back from 
the normal setback lines. 


across the country. 

For it's a plan that was popular 
with upwardly-mobile homebuyers 
during the 1950s, offering such 
desirable features as a master 
suite, a guest lav and an "extra" 
room (a den in the house shown 
here) that could double as a spare 
bedroom. 

It's also a plan that many of 
today's more sophisticated buyers 
would find unacceptable. For the 
entry opened directly into the liv- 
ing room, which then became a 
corridor to all other rooms (see 
plan at right). 

This house had already under- 
gone one change—a conversion of 
the original garage into a study 
and utility room— when Miami 
architect Barry Sugerman was 
asked to “do something to hide the 
lav from the front door." 

His solution— popping out the 
front of the house— created the 
spacious living room shown at 
right and the high-style “loggia” 
and glass-walled gallery shown on 
the next page. The gallery, as the 
plan shows, leads directly to the 
enlarged secondary bedrooms, cre- 
ating separate adult and children's 
zones. 

By updating the plan this way, 
the owner was able to realize a 
handsome profit when he recently 
sold the house for $250,000. For 
the original construction price (the 
house was built in Miami in the 
1950s by a homebuilder for his 
own use) was $25,000. And the 
update, including swimming pool, 
enlarged screen patio, living-room 
fireplace and new stone-and-wood 
facing on all elevations— cost 
$85,000. — JUNE R. VOLLMAN 


54 housing 10/80 


11131191001 NYG SOLOHG 


Three-way impact in 
$85,000 update job comes 
from (1) a glass-walled 
gallery (above), which is 
shielded from the street 
by landscaping and wood 
fencing; (2) a dramatic 
“loggia” (top right), which 
channels traffic from the 
entry to the new living 
room; and (3) a luxurious 
outdoor living area con- 
sisting of a new swim- 
ming pool, a fire pit and 
an enlarged screened pa- 
tio. About $30,000 of the 
update cost went for the 
outdoor work. 


UPDATE CONTINUED 


THE JOB 
AVERAGED OUT 
AT ABOUT 
$50 PER-SQ-FT. 
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PHOTOS: DAN ۸ 


Extended living room (below) 
is shown looking toward added 
space. It features a raised ceil- 
ing and is lit by clerestories 
that run above the entire 
length of the tie beam (dotted 
line in plan), also providing 
light for the expanded sec- 
ondary bedrooms. New living 
room space is separated from 
the gallery (photo next page) by 
a bookcase wall that's left low- 
er than the ceiling to add an 
extra feeling of spaciousness to 
the room. 


quarter 1980 
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Fourth 


Portland, Ore., Eugene-Springfield, Ore. and 
Tacoma, Wash. 

Most likely to bounce back fast: the growing 
cities of the Sunbelt and West. 

These areas of the country can, in fact, still 
boast of markets enjoying excellent health. One 
example: Dallas. An increase in employment 
opportunities is fueling demand in “The Big D.” 
Oklahoma City, San Antonio, and San Jose are 
other high-rated warm weather SMSA’s. 

Another pocket of strength is in the chilly 
Northeast: Worcester and Boston, Mass. both 
score above average. 

Boston, incidentally, is one of three markets 
new to the index this quarter. The other two: 
Detroit and Philadelphia. (Melbourne, Fla., 
Santa Cruz and Vallejo, Calif. have been 
dropped.) 

Rising costs, outstripping increases in con- 
sumers' incomes, continue to plague many of the 
markets analyzed. San Francisco, Atlanta, Las 
Vegas, and Minneapolis, are widely separated 
cities suffering from this malady. (Markets with 
a price/pocketbook mismatch are indicated by a 
red circle or half-circle in the "demand by 
purchase power" columns.) 

— BARBARA BEHRENS GERS 


The recession may have bottomed out, but it 
will take time for the building industry to fully 
recover from its wounds. 

Demand for housing has dropped off in 57 of 
the 119 SMSA’s (standard metropolitan statisti- 
cal areas) charted in this quarter's housing 
demand index. Forty-six markets are rated 
below average—the highest proportion in the 
history of the ratings. 

“It will take a while for these markets to 
recover from consumers' current loss of 
income," says Al Gobar, the California-based 
market analyst who prepares the index. 

And, he adds, "Inflation is coming back to 
haunt us. I don't see interest rates climbing as 
high as they did last spring, but there could be 
enough fluctuation to cause some lenders to 
back off." 

Gobar predicts that cities in the Great Lakes 
region will be slowest to rebound. Their ties to 
the auto industry and other heavy manufactur- 
ing make them particularly recession-sensitive. 
Some of the sickest markets: Cleveland; Detroit; 
and Buffalo. All three are scored solid red 
across the board. 

Also suffering are cities with ties to the 
wood-products industry. Casualties include 


© 1980 McGraw-Hill, Inc. All Rights Reserved. 


Each SMSA is evaluated three ways: 


1. Degree of opportunity—in effect, a summation of 
all factors affecting the market. 

2. Demand by units—just what it says. 

3. Demand by purchasing power—the relative abili- 
ty of the market to pay current prices or rents. 


Each of these categories is in turn 
divided into three sub-categories: 


1. All housing in the SMSA. 

2. For-sale housing —single-family detached and 
some mid- and high-priced condos. 

3. For-rent housing—rental apartments and some 
low-priced condos. 


Five symbols are used: 


A green full circle indicates a very strong market 
with significant pent-up demand. 


A green half-circle indicates a better than average 
situation, with demand increasing faster than 


supply. 
A white circle indicates the market is in relative 


equilibrium—that is, supply and demand are in- 
creasing at about the same rate. 


A red half-circle indicates a poorer than, average 
situation, usually an overbuilt market. 


A red full circle indicates a very poor situation 
that could be overbuilt by as much as two years. 


To make best use of the index, 
keep these points in mind 


The chart’s simplified symbols represent complex statistics, so they provide only a 


Point #1: 


general picture. A builder, no matter how high his market is rated, must still 
analyze his own situation very carefully. 


The reports indicate the degree of risk in a given SMSA rather than the number 


Point #2: 


of housing units that can be built there. A large SMSA with a poor rating would 
still support more new housing than a smaller SMSA with an excellent rating. 
But the relative degree of risk for the developer or lender would be much greater 


The reports are projective, not historical. That is, they forecast demand 12 to 18 


in the larger SMSA. 


Point #3: 


months ahead rather than describing the situation as it stands. An SMSA may 
have strong sales or low vacancies but still be a poor risk; building-permit figures 
may indicate imminent oversupplies. Conversely, an SMSA that looks bad on the 
surface today may actually be turning around and getting healthy. 


The reports are for the SMSA as a whole. A low-rated market may offer good 


Point #4: 


opportunities for specific kinds of housing in specific locales. On the other hand, 
a high rating does not guarantee success for the wrong product in the wrong 


location. 


6 4( 
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Albany revives a bit this quarter, 
but its long-term prospects are un- 
clear. “The smsa’s economy is 
unstable right now," says 

Gobar. 


Albuquerque gets down-rated. The 
problem: fast-rising house prices. 


Austin slips a notch. In recent 
months the growth in supply has 
outpaced the growth of demand. 
Gobar is concerned about the price 
of new housing, too. “It's high in 
proportion to family incomes," he 
says, “particularly when compared 
with other Texas and Oklahoma 
markets.” 


Bakersfield looks less promising 
because pent-up demand is being 
worked off. New industrial con- 
Struction may be setting the stage 
for an upsurge in employment, 
though. 


Baton Rouge declines. The local 
economy is looking a bit healthier, 
but builders are still delivering 
housing at a far faster rate than 
called for. 


Boise hits bottom. Measures of 
commercial and industrial employ- 
ment growth have plummeted. 


Boston has been overlooked by 
many builders and developers be- 
cause of poor performance in the 
past. But, says Gobar, this SMSA 
has shown surprising strength dur- 
ing the past few years. The housing 
market is as good now as it has 
been anytime since 1968, when 
Gobar first analyzed it. 


Cincinnati has deteriorated. There 
is more housing in the pipeline than 
buyers will be able to afford. 


Colorado Springs is softening. A 
note for non-res builders: There's 
now more commercial development 
in this smsa than Gobar thinks it 
can support. 


Columbus is rated higher this 
quarter, but the market is still not 
strong. The local economy shows 
little vitality. 


Dallas is shaping up as a dream 
market. Over the last 12 months, 
the rate of non-agricultural employ- 
ment growth has been 45% higher 
than the average over the last ten 
years. The situation is even sweeter 
because housing in Dallas is priced 
within reach of most consumers. 
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SMSA (Market Area) 


DAYTON, OH 


DAYTONA BEACH, FL 


DENVER, CO 


DES MOINES, IA 


DETROIT, MI 


EL PASO, TX 


EUGENE-SPRINGFIELD, OR 


FLINT, MI 

FORT LAUDERDALE, FL 
FRESNO, CA 
GAINESVILLE, FL 
GARY, IN 

GRAND RAPIDS, MI 
GREENSBORO, NC i 
GREENVILLE, sc 
HARRISBURG, PA 
HARTFORD, CT 13 
HONOLULU, HI 
HOUSTON, TX 
HUNTSVILLE, AL 
INDIANAPOLIS, IN 
JACKSON, MS 
JACKSONVILLE, FL 


KANSAS CITY, MO-KS 


TE TN 
LANSING, MI ; 
LAS VEGAS, NV 
LEXINGTON, KY 


LINCOLN, NE 


LITTLE ROCK, AR 


Dayton continues to be a risky 
market. 


Daytona Beach picks up speed. 
Gobar warns, however, that deliv- 
ery of housing over the past year 
has been more than enough to 
meet local demands. If the recent 
upturn in this market's capacity 
doesn't continue, there will be an 
oversupply again. 


Detroit's industrial demand index is 
going down faster — and farther — 
than it did during the 1974-75 re- 
cession. Demand for housing fol- 
lows suit. 


Paso has plenty of pent-up de- 
mand, especially for single-family 
housing. 

Eugene-Springfield has fallen far 
from favor. Dislocations in the 
wood-products industry have dis- 
rupted the smsa’s economy. 


Fresno's housing prices are begin- 
ning to rise much faster than buy- 
ers' incomes, but there are still op- 
portunities for homebuilders in this 
market. There may not be as much 
potential in the non-res sector, 
though — industrial construction has 
outpaced demand, according to 
Gobar. 


Gary is a poor prospect, but its 
problems could be worse, Gobar 
says. For one thing, the leading in- 
dicators aren't plummeting as fast 
as in such auto-industry cities as 
Flint, Mich. For another, new con- 
struction has practically ceased, 
which should head off a cancerous 
oversupply. 


Houston is soft. The smsa‘s eco- 
nomic growth is sluggish, but new 
housing is being delivered at a fast 
clip—faster than slowed growth in 
demand justifies. 


Jacksonville's growth continues to 
tail off. 


Kansas City has problems: Em- 
ployment growth is down, but the 
construction rate isn't. 


Lexington's economy has stum- 
bled, just as the cost of new apart- 
ments has shot up. 


Little Rock loses momentum. 
There's pent-up demand left in this 
market, but it's no longer growing 
fast. 
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SMSA (Market Area) 


LOS ANGELES-LONG BEACH, CA 
LOUISVILLE, KY 4 
LUBBOCK, TX 
MADISON, WI 


MEMPHIS, TN 


MIAMI, FL 


MILWAUKEE, WI 


MINNEAPOLIS-ST. PAUL, MN 
MOBILE, AL 
MODESTO, CA 


NASHVILLE, TN 


NEW BRUNSWICK, NJ 
NEW HAVEN, CT F 
NEW ORLEANS, ۹ ۱ 
NEWARK, NJ 
NEWPORT NEWS, VA 
NORFOLK, VA M 
OKLAHOMA CITY, m 
OMAHA, NE 
ORLANDO, FL 
PENSACOLA, FL 
PEORIA, IL 
PHILADELPHIA, PA 


PHOENIX, AZ 


PITTSBURGH, PA 
PORTLAND, OR 
PROVIDENCE, RI 


RALEIGH, NC 


RENO, NV 


RICHMOND, VA 


Lubbock looks more sluggish. It’s 
a good market for a project aimed 
at move-up buyers, though. Pur- 
chasing power is high relative to 
house prices. 


Miami slips slightly, but the down- 
turn's not of worrisome propor- 
tions. Moreover, there are unmeas- 
urable elements which are probably 
boosting demand in this SMSA— 
namely, a subterranean economy 
and Latin Americans coming into 
the area to buy second homes. 


Milwaukee has deteriorated. The 
SMSA's economy is mature — i.e., lit- 
tle new industry or in-migration of 
industry —so it is particularly sensi- 
tive to recession. Gobar notes that 
the current downturn in demand for 
housing here is the first since 1974. 


Minneapolis-St. Paul's buyers are 
being frustrated by house prices 
which are high, relative to their in- 
comes. What's more, growth in de- 
mand has crested. 


Mobile's not growing as rapidly as 
it did between 1975 and 1978. 
There's still a great deal of unex- 
ploited purchasing power in this 
market, however, so well-designed 
move-up housing should sell. 


Nashville's hit a snag: More hous- 
ing is coming on stream now than 
can be readily absorbed. Says 
Gobar: “There are still winners in 
Nashville, but builders will be find- 
ing the market much more compet- 
itive than it was just a few months 
ago." 


Omaha shows slackened demand, 
but plenty of purchasing power in 
the single-family sector. The solu- 
tion: Build a product that will entice 
affluent families to move up. 


’s principal opportuni- 
tes lie in for-sale housing for dis- 
cretionary buyers. Purchases will 
be made on the basis of product 
design, tempting lifestyle, etc., 
since there's no undersupply of 
housing in this market. 


Portland's economy is in a tailspin, 
according to Gobar. The reason: 
reduced levels of activity in the 
wood-products industry. 


Providence offers far fewer oppor- 
tunities than it did a year or two 
ago: The supply of housing has in- 
creased while the demand has 
lessened. 
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SMSA (Market Area) 
ROCHESTER, NY 
SACRAMENTO, CA 

ST. LOUIS, MO 
SALINAS-MONTEREY, CA 
SALT LAKE CITY, UT 

SAN EREN TX 

SAN DIEGO, CA 

SAN FRANCISCO-OAKLAND, CA 
SAN JOSE, CA 
2 CA 


SANTA ROSA, CA 
تیه‎ FE 

SEATTLE, WA 

SHREVEPORT, LA 

SPOKANE, WA 
SPRINGFIELD-CHICOPEE, MA 
STOCKTON, CA 

SYRACUSE, NY 

TACOMA, WA 

UIN SEE. FL 
TAMPA-ST. PETERSBURG, FL 
TOLEDO, OH 

TUCSON, AZ 

TULSA, OK 

WASHINGTON, DC 

WICHITA, KS 

WILMINGTON, DE 


WORCESTER, MA 


YOUNGSTOWN, OH 


Rochester's economy has become 
very unstable. 


Sacramento has been a fairly re- 
cession-proof market because of a 
high proportion of government em- 
ployment. The fly in the ointment: 
Skyrocketing apartment prices. 


San Francisco's weakness, ac- 
cording to Gobar: housing prices 
that are “extraordinary” in relation 
to consumers' incomes. 


San Jose still has a shortage of 
housing. Meanwhile the rate of new 
building permit authorizations has 
dropped off sharply. Prices contin- 
ue to be high, but the gap between 
prices and prospective buyers' in- 
comes is not widening as fast as it 
had been. One reason: an in- 
creased proportion of attached for- 
sale housing, especially within the 
city limits. 


Seattle is an excellent market. 
Gobar notes that there are a great 
many multi-family units under con- 
struction now, and he thinks they 
will be absorbed. “What people 
really want is single-family housing, 
however," he says. 


Syracuse shows a diminished de- 
mand for housing, but new homes 
continue coming to market. Gobar 
says there is potential for a sub- 
stantial oversupply in this smsa. 


Tacoma’s economy has been af- 
fected by the troubles of the wood- 
products industry. There should 
still be buyers for sites within 
commuting distance of Seattle, 
however. 


Tulsa’s market is still very strong, 
but Gobar sees evidence of some 
erosion. For example, there has 
been substantial development of 
apartments more expensive than 
many consumers can afford. 


Wichita’s rating is unchanged, but 
there are some clouds gathering on 
the horizon. There has been a de- 
crease in industrial activity in this 
SMSA, for one thing —the first such 
dip since 1977. For another, there’s 
been some erosion in consumers’ 
ability to pay the price of available 
housing. 
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If you want 


less expensive oak cabinets, 


LONG-BELL CABINETS 


INTERNATIONAL PAPER COMPANY 
Cabinet Division, P.O. Box 8411—Dept. 91 
Portland, OR 97207 

C] Please send me complete information on the Long-Bell 

Sungrain Oak line. 

C] Please have a representative call. 

I am an C] Architect C] Builder C] Remodeler 

C] Other 


Name 

Firm 

Address 
a a EE 
I Phone ( ) 


We offer you the custom-look oak veneer cabinets 
your customers are looking for. At stock prices so you 
don't have to grow your own tree. 

These modular Long-Bell® Sungrain Oak cabinets are 
fully-assembled and prefinished for fast installation from 
carton to wall for precision fit in any area. And that can 
save you even more money. 

Quite simply, with Sungrain Oak cabinets, your buyer 
gets the expensive, custom-look oak veneer cabinets they 
want. While you stay within budget. Or, you can use the 
money you save to upgrade other rooms. 

So, don't let the rest of the project suffer at the ex- 
pense of custom oak cabinets. Look into moderately 
priced Long-Bell Sungrain Oak cabinets. It's easier than 
growing your own tree. Send for more information today. 


Circle 65 on reader service card 
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PART 6: 
OUR PRODUCTS 

We're Champion Building 
Products? 

And every product we 
have lives up to our name. 

That means lumber, 
plywood, particleboard, 
paneling, siding, hardboard 
and other fine products you 
can trust. For construction, 
industry and home use. 

It means brand names 
like Weldwood® Duraply® 
Novoply® and Decolam®/hpt, 
to name a few. 

Behind these quality 
products stand a lot of 
Champion people. In our 
forests, our manufacturing 
plants, and our sales, 
distribution, and technical 
center. 

But in a way, our 
products stand behind our 
people too. Because our 
products are something to be 
proud of. And when people 
believe in the products they 
represent, everybody 
benefits. We do. They do. 
And most of all, you do. 

Champion Building 
Products. People, resources 
and ideas working to make 
your business more profitable. 


9 || Champion 
Building Products 
Champion International Corporation 
€ Champion International Corporation, 1979. 


Circle 66 on reader service card 


High-cost energy 
fuels market 
for wood-heaters 


With conventional heating costs on the 
rise, homeowners will continue to look 
for ways to keep their energy bills as low 
as possible. One help: Wood-burning 
heating systems. 

Offer them to prospects as an amenity 
as well as a money-saver; manufacturers 
are making them both more fuel-effi- 
cient and more attractive. 

Here and on the next four pages, 
you'll see: 

Heat-circulating fireplaces with 
pipes and blowers that recirculate heat 
trapped behind firebox; 

Furnaces with ducting that provide 
primary or back-up heating; 

Woodstoves that heat space and/or 
provide cooking surfaces; 

Fireplace inserts that convert fire- 
places into circulators or stoves. 

—JENNIFER A. WAGNER 


Combination unit (above), the “Combi- 
therm," can function as a fireplace, wood- 
stove or hot-air furnace. Clivus Multrum, 
USA. Circle 200 on reader service card 


Heavy-gauge steel woodstove (/e/t) 
heats about 1500 sq. ft. Two cooking 
shelves offer a choice of temperatures. Unit 
takes logs up to 20’’ long. Fisher. Circle 
201 on reader service card 


Doors/windows 74 
Kitchens 72 
Structural 76 
Woodstoves 67 


Fireplace insert shown in use above, con- 
verts masonry fireplaces into heat circula- 
tors. Unit features front-control flue damp- 
er. Preway. Circle 202 on reader service card 


Solid-steel woodstove (right), available 
in three sizes, has triple-wall construction. 
Also available: similar units for fireplace 
installation. Smoky Mountain Enterprises. 
Circle 203 on reader service card 
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HEATING SYSTEMS CONTINUED 


FIREPLACES 


Tempered-glass fireplace enclosure (above) reduces heat loss 
by reducing air flow through chimney by up to 90%. The //&"-thick 
glass door is framed with welded steel. ThermoRite. Circle 206 on 
reader service card 


Forced-air fireplace/furnace (left) includes a heat exchanger, 
six-ft. flue section, insulation and glass doors with screen. Energy 
Savers. Circle 205 on reader service card 


Combination fireplace/boiler (above) 
captures air escaping through chimney, 
using it to heat water for space heating and 
domestic use. Residential and commercial 
models are offered. CAIT. Circle 207 on 
reader service card 


Heat-circulating fireplace, shown in 
drawing above right comes in three models: 
287, 36’’ and 42. The 36'' model can heat 
a house of up to 2,500 sq. ft. by circulating 
“lost” heat through existing ducts. Nation- 
al. Circle 208 on reader service card 


Fireplace/heating system hooks into 
existing system (see schematic at right). The 
thermostatically-controlled unit may be 
used as primary or back-up system. IN- 
FURN-O™ is packaged as a complete kit 
that includes ductwork and insulation. Two 
sizes are available to heat areas from 1,400 
to 2,200 sq. ft. IN-FURN-O. Circle 209 on 
reader service card 
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FURNACES 


Furnace add-on (above) has two combus- 
tion chambers to burn both wood and 
gases that normally are lost up the chim- 
ney. Unit shown is designed to heat larger 
homes; smaller models are available. All 
models include a firebrick grate, cast-iron 
loading doors with insulated seals and 
removable ash pan. Leaders. Circle 213 on 
reader service card 


Supplemental heating system (above) 
is designed to be hooked into existing oil 
and gas forced-air upflow furnace systems. 
Unit burns wood or coal. Thermostatical- 
ly-controlled unit is U.L.-listed. Heating 
chamber capacities range from 50 to 100 
Ibs. of wood. Monarch. Circle 216 on 
reader service card 


Add-on furnace (left) connects into exist- 
ing duct system, but it can also function as 
a free-standing space heater. Unit, which 
burns any solid fuel, includes copper- 
finned heat exchanger, blower, and down- 
draft combustion chamber. Multi-Fuel. 
Circle 217 on reader service card 
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Woodburning furnace (above) may be 
installed as primary or supplemental heat 
source. Unit includes a positive pressure 
blower for circulation of up to 750 cu. ft. 
per min. Furnace operates for up to 12 
hours on a single fueling. Features include 
heat shield on doors, replaceable filters, 
fiber glass insulated cabinet. Ashley. Circle 
212 on reader service card 


Wood-fired central heating system 
(above) is designed to be compatible with 
solar, hot-air and hot-water systems. Unit 
has an insulated heat-storage system that 
delivers heat when needed. Hampton. Cir- 
cle 214 on reader service card 


Easy-to-install Majic heat circulator™ (shown 
installed above), includes built-in air grilles, elimi- 
nating the need for separate ductwork. Majestic. 
Circle 210 on reader service card 


The “Furnaceplace” system (below) is specifi- 
cally designed for installation into mobile homes. 
Unit requires little floor space. Airmax. Circle 
211 on reader service card 


Air-circulating Fire-A-Lator (above) includes 


ribbed steel firebox and built-in downdraft shelf 


Circle 215 on 


and smoke chamber. Superior. 
reader service card 


HEATING SYSTEMS CONTINUED 


WOODSTOVES 


Combination woodstove/fireplace (above) is air-tight when cast- 
iron doors are shut. Firebox capacity is 25 to 35 Ibs. with burning range 
of 14,000 to 64,000 BTU’s. Garrison. Circle 249 on reader service card 


Air-circulating woodstove (right) can operate up to 12 hours on one 
fuel load. Unit includes panel with woodgrain finish, gold-mesh grill 
and enamel finish. King. Circle 250 on reader service card 


Steel-plated woodstove (above), with 
cast-iron doors, is available in four sizes. 
Features include adjustable legs and a 
choice of top or rear venting. Hutch. Circle 
251 on reader service card 


Cast-iron fireplace/woodstove (below) 
comes with a matte black, olive green or Thermostat-controlled fireplace/stove Refractory-lined chimney (drawing above) 
glossy grey enamel finish. Unit can be top- (above) comes in 38'' and 77°/’’-high mod- for woodstove systems prevents fires by 
or back-vented. Morso. Circle 252 on reader els. Unit burns coal or wood. Covinter. preventing creosote build-up. Van-Packer. 
service card Circle 254 on reader service card Circle 255 on reader service card 


- 


Freestanding fireplace/stove (right), 
with triple-wall construction and 12-gauge 
steel firebox, requires only 11'/ wall clear- 
ance for installation. Thermograte. Circle 
253 on reader service card 
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FIREPLACE INSERTS 


Heat-circulating insert system (above), with glass doors, 
blower and grate, produces up to 70,000 BTU's/hr. Wood- 
side Fireplaces. Circle 256 on reader service card 


Hexagon-shaped circulator (as shown at left) can be 
installed as an insert or freestanding fireplace. Washington 
Stove Works. Circle 257 on reader service card 


4 ae 
Portable heat exchanger is designed to 


Brass-framed heat exchanger (above)  Heat-circulating fireplace insert (above) 


fit into masonry fireplaces, as shown above. 
Unit features built-in cooking shelf. The 
insert has double-wall construction and two 
fans. Don's Fireplace Furnace Co. Circle 
259 on reader service card 


HET EXCHANGER‏ س 


has a deflector panel at top of unit that 
directs heat into room. Standard features 
include cast-iron doors, nickel-plated trim 
and firescreen. Woodland Stoves. Circle 260 
on reader service card 


BRASS 


TEMPERED LASS 
Doors ۶ MESH 
$c DOORS 


LOCKING DAMPER, 


has motor box that can be attached on 
either side for installation. Unit produces 
up to 20,000 BTU's and circulates air at 60 
sq. ft. per min. Pacific Fireplace Furnish- 
ings. Circle 258 on reader service card 


“Hearth Furnace” circulator (above), 
with five heat exchanger tubes, replaces 
conventional woodgrate. Morton Metal- 
craft. Circle 261 on reader service card 


“The Hearth Heater,” shown in diagram above, will fit into any 28” to 46’’-wide masonry 
fireplace. Two-speed blower is activiated when twin heat exchangers reach 110° F. 
Duo-Therm. Circle 262 on reader service card 


Slide-in fireplace insert, shown installed at left, plugs into any 110-volt outlet. The 
"Woodmaster" unit has a double-walled, 14-gauge steel firebox. Suburban. Circle 263 on 
reader service card 
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Braille conversion kit (right) 
includes clear plastic, peel-off 
numbers and letters corre- 
sponding to manufacturer’s mi- 
crowave controls. Also shown: 
! instructions in braille. Sharp. 
& Circle 229 on reader service card 


PRODUCTS/KITCHENS 


Prewired range hood (above) 
from the Slope Line series, 
comes in wall mount, island and 
peninsula models. Unit is avail- 
able with Magic-Lung? exhaust 
blower, located inside hood. 
Vent-A-Hood. Circle 230 on 
reader service card 
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“Vesta” cabinetry (right) is 
constructed of. premium-grade 
oak. Available stains range in 
color from natural oak to chest- 


Z4 mes nut brown. A painted white fin- 


“Astra” cabinetry (above) has golden oak drawer and door pulls. — ish is also offered. Hardware is 
The Excelite™ plastic laminate surface comes in white, almond and chrome wire. Quaker Maid. 
golden oak. Excel. Circle 226 on reader service card Circle 231 on reader service card 


Two-handle bar faucet (right) 
has acrylic knobs. Spout is fin- 
ished with polished chrome. 
Flow-Rator™ device at end of 
spout limits flow to 2.5 gal. per 
min. One-piece cartridge at 
unit's base ensures even tem- 
perature control. Moen. Circle 
227 on reader service card 


t | رف‎ 
Electric range (above) includes a self-cleaning lower oven and Convertible cooktop (above) has five interchangeable drop-in 
solid state microwave upper oven. Other features include: tempera- units. Shown (left to right) are Perma-Coil? elements, Wisp-Air™ 
ture probe, eye-level control panel and lift-up chrome cooktop. ventilation system and grille. Other snap-out units include rotisserie 
Whirlpool. Circle 228 on reader service card and griddle. Modern Maid. Circle 232 on reader service card 
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Hoodless “Cook 'N Vent” cooktop fea- 
tures a retractable intake. When intake is 
raised (as shown), it exhausts smoke and 
odor to outdoors. When down, it is flush 
with the cooktop. Thermador/Waste King. 
Circle 246 on reader service card 


i = 
— بر‎ 
Washer/dryer pair (above) has 20۰ 


capacities. Washer features include a water 
saver control and a choice of wash/rinse 


temperatures; dryer features “Wrinkle- 
“Out” and “Auto-Dry” cycles. Magic Chef. 
Circle 247 on reader service card 


Portable refrigerator (above) can operate 
on a 12v battery or household current. 
Compact unit is insulated with polyure- 
thane and features a corrosion-resistant ABS 
plastic surface. Norcold. Circle 248 on read- 
er service card 
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Contemporary-style Sunglo® cabinetry (above), with concealed hardware, has an 


Aristex® finish that resists heat, warpage and fading. Drawers feature a three-point nylon 
roller suspension system. AristOKraft. Circle 241 on reader service card 


Braille accessory kit (above) is designed 
for use with Radarange® microwave ovens. 
Kit includes overlays for control panels and 
audio tape cassettes. Amana. Circle 243 on 
reader service card 


Seamless countertops, like that shown 
above, are custom-crafted in any shape or 
form. Countertops are available in lami- 
nates or simulated marble. Luxurious Lam- 
inates. Circle 242 on reader service card 


Top-of-the-line “WarmWood” cabinetry (above) features a dark, hand-wiped finish. 


Door frames and drawer fronts are made of solid oak, panels of select banded oak. 
Matching vanities are also available. Kitchen Kompact. Circle 245 on reader service card 


PRODUCTS/DOORS & WINDOWS 


ML ON Vm alee 
Sliding mirror doors (above) 
۱ are bottom rolled. Mirrors are 
۷۲۲ thick; frames are available 
in clear, bronze, grey or antique 
finishes. Binswanger. Circle 220 
on reader service card 


“Williamsburg” door chime 
(right) complements traditional 
decor. Unit sounds two chords 
for the front door, two single 
notes for the rear door. Miami- 
Carey. Circle 221 on reader ser- 
vice card 


Mirrored closet doors (above) laminated with a white vinyl 
backing, conform to national safety standards. Frames are offered 
in silver, gold or bronze with a smooth, satin finish. Peterson. Circle 
223 on reader service card 


Self-sealing door sill (right) is 
offered as a standard feature 
with the manufacturer’s pre- 
hung system. The vinyl sill has 
been tested for two years and is 
said to provide an effective bar- 
rier against heat loss as well as 
air and water infiltration. Ther- 
ma-Tru Sales Corp. Circle 224 
on reader service card 


۰ - NT ni 
Foot-operated vertical door opener is designed to help individ- 
uals who are laden with packages or handicapped, as shown above. on flat foundations. Doors are made of heavy-gauge, hot-rolled 
Peterik. Circle 222 on reader service card sheet steel. Nemco. Circle 225 on reader service card 
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Eight-panel bifolds (above) are made 
from vertical grain Western Hemlock. 
Ribbed dowel construction provides a super 
tight joint between stile and rail. E.A. 
Nord. Circle 235 on reader service card 


ia, M Pill m 
Greenhouse window 


(above) is con- 
structed of heavy-guage aluminum, and 
comes in eight standard sizes —all of which 
are 16’’ deep. Hopper windows are located 
on either side. Hasco Industries. Circle 238 
on reader service card 


Scandinavian entry door with a teak 
veneer (above) is now offered in the United 
States. Door comes prefitted with an ASSA 
cylinder lock. Swedoors. Circle 240 on read- 
er service card 
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Handcarved doors include “model no. 


106" (left), with leaded or etched glass 
insets and “model no. 108" (right), with 
leaded glass insets. International Wood 
Products. Circle 234 on reader service card 


Storm window line includes units for use 
with sliders (foreground), double-hung win- 
dows (left) and single-hung windows (right). 
Each window features a self-storing panel 
that is removable from the inside. Rusco. 
Circle 237 on reader service card 


“San Francisco" door system (above) includes pre-hung door, threshold and weather- 


Centry™ entrance system (above) has 
two-point weatherstripping around frame. 
Sill, made of aluminum and vinyl, provides 
positive thermal break. C-E Morgan. Circle 
233 on reader service card 


Vinyl-clad casement window (above) is 
Offered in six sizes; so it is suitable for 
replacing most aluminum siding units. All 
“Thermaclad” windows feature %4’ double- 
pane glazing. Malta. Circle 236 on reader 
service card 


"i 


sealed frame. Center panels are also offered in such styles as a Queen Anne cockle shell or 
a pineapple motif. General Products. Circle 239 on reader service card 


A budget-management 
report from United Way 

At United Way, 
volunteers carefully review 
the budgets, operating 
patterns and track record 
of agencies asking to 
become part of the United 
Way organization. 

They scrutinize the 
various functions performed 
by the agency, look at the 
kinds of people it helps, 
and evaluate its success 
in delivering its services. 

But what happens when 
a new service agency wants 
to become a United Way 
organization — especially 
when there may be two or 
more equally qualified 
organizations equally in 
need of United Way 
support? Who chooses? 
And on what basis? 

The answer to this 
question is often complex. 
And sometimes it can be 
an agonizing decision 
to admit one agency instead 
of another. 


The people decide 

But the bottom line is 
that volunteers do make the 
decisions after carefully 
weighing all the pros and 
cons. It’s sometimes a hard 
process, but it’s as fair 
as we know how to make it. 

Volunteers work free of 
charge doing everything 
from collecting money to 
deciding how it will be used, 
so administrative costs 
are kept low. 

And that’s how 
United Way works so well. 
And why. 


United Way 
Thanks to you, it works. 
For all of us. 
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Composite plywood panel (above) con- 
sists of a specially formulated flakeboard 
core and wood faces and backs bonded with 
phenolic resin. “Stable-x” is recommended 
for exterior use. Georgia-Pacific. Circle 275 
on reader service card 


* T" shape purlin (above) is made of lami- 
nated Douglas fir. Product is designed for 
panelized roof systems, and comes in 
lengths of up to 30’. It is offered in 13 states 
west of the Rocky Mountains. Trus Joist. 
Circle 276 on reader service card 


Single-pole spiral stair (above) has treads 
and risers made of pressure-laminated yel- 
low pine. The all-wood stair comes in three 
diameters: 4’6’’, 5’ and 66’. The stair is 
tensioned by cables running through the 
post and handrails. Spiral. Circle 277 on 
reader service card 


PRODUCTS/STRUCTURAL 


Classified 
Advertising 


The market-place of housing. 


CONSULTING SERVICES 


COMPUTER 
SOFTWARE 


Thinking computer? We have developed a high 
quality software package for use on the North 
Star micro computer (Complete system cost less 
than $8,000). The software was designed and 
developed by active single/multi family builders 
and includes A/P, G/L, Job Cost routines plus all 
management reports. 


Software only, complete with manual. . .$1, 595. 


For more information or demonstration contact either: 


R.J. KAEREK ASSOC., INC. 
2719 So. 60 Street 
Milwaukee, Wi. 53219 
414-321-5300 
JAFFA PROPERTIES, INC. 
8282 Western Way Circle 
Jacksonville, Fl. 32216 
904-737-5571 


BUSINESS OPPORTUNITIES 


1 ۱۱۷۱۱۸۸۷۸ ۸۱۸۱۸۱ ۸ 1 111 ۷۷۱ 1 1 1 1 ۱ ۱ ۷۷۷ ۳۲ 


PERMANENT FINANCING 
AVAILABLE 


for 
4-Plex 
Projects to be built. 
Investor terms available. 
(anywhere U.S.A.) 


Crystal Properties Inc. 
P.O. Box 1280 
Gaiveston, TX 77553 
Phone (713) 935-4768 


4 1 ۱ 1 1 1 ۷ 1 1 ۸ 1 1 8 1 1 ۶ 1 ۱ ۷ 
۳۷ 1 1 1 1 8 ۱ ۷ 8 1 1 ۶ ٩ 1 ۸ 1 ۱ ۷ ۱ 


BUSINESS OPPORTUNITIES 


Dome Homes—Energy Saver—Seeking 
qualified residential home builders, developers 
and representatives to handle regional sales of 
middle income Dome Homes. Great market ap- 
peal. Write or call Domes and Homes, Inc., 830- 
K Matsonford Rd., West Conshohocken, PA 
19428. 


RCM Associates Seeking— Qualified Builder/ 
Contractors for regional/local residential 
construction management. Provide residential 
construction management services for our 
prospects in your area. National and regional 
advertising programs. For further information 
write: RCM Associates, P.O. Box 421, Harvard, 
Ill, 60033. 


EQUIPMENT FOR SALE 


Rafter Length Computer: "Dial" desired roof 

pitch. Read lengths of common, hip, valley, jack 

rafters. Any span. Indicates plumb, level, side 

cuts info. Just $8.95 postpaid. Satisfaction 
uaranteed. Free literature. Emmert, Box 
21-H, Sycamore, IL 60178. 
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Brick Highlights reports the latest find- 
ings on the properties of brick when 
used as insulation or in solar passive 
heating systems. Circle 305 on reader 
service card. 

Finally, the Brick Institute has put 
out a package of three pamphlets cov- 
ering passive solar heating with brick 
masonry. The pamphlets are part of a 
series called Technical Notes on Brick 
Construction. They assume a more 
detailed and—as the title implies— 
more technical approach to the design 
of solar heating/cooling systems than 
the booklets previously discussed. 

Part I (No. 43)— published last 
year — introduces the “general features 
and requirements for the development 
and application of solar heating sys- 
tems." It includes diagrams and tables 
summarizing by state, the yearly envi- 
ronmental data—such as monthly 
temperature ranges, daily solar radia- 
tion— for passive solar systems. 

Part II (No. 43A) tells how to accu- 
rately size a solar collector for direct 
gain and thermal storage wall systems. 
The methods are based on those set 
forth by ASHRAE. 

Part III (No. 43B) provides methods of 
calculating the performance of direct 
gain and thermal storage wall systems. 
This allows you to estimate how much 
heat a certain system will provide and 
to determine how much, if any, addi- 
tional heating will be needed. 

And last March appeared Part I in a 
series on passive solar cooling with 
brick masonry. 

To receive the heating pamphlets, 
and to receive the rest of the cooling 
series, write to the Brick Institute at 
the address above. Each Technical Note 
costs fifty cents. 


A two-page flyer describes how the 
"Window Quilt" insulating shade can 
reduce heat loss through single-glazed 
windows by up to 80% and up to 65% 
for double-glazed. Soltec. Circle 302 on 
reader service card. 

Also from this manufacturer: a four- 
page booklet on the “Solera” passive 
solar collector, a “ready-to-assemble” 
package that includes prefabricated 
roof and wall modules, redwood fram- 
ing and thermopanes. The pamphlet 
also describes some of the options 
offered in the package. Soltec. Circle 
303 on reader service card. 
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for energy 
problems 


well as the efficient use of window 
systems. 

Finally, there are listings of industry 
organizations and of pertinent litera- 
ture. The back cover includes a foldout 
"comparison matrix" of window ther- 
mal barriers. 

To receive this publication circle 301 
on reader service card. 


The Brick Institute of America (BlA) 
has joined the AAMA and DOE in pro- 
viding the homebuilder with helpful 
information on energy management. 
"Brick: The Greatest Building Materi- 
al Under The Sun" is a 25-page book- 
let introducing the basic principles of 
residential passive solar heating. Other 
topics covered include: how landscap- 
ing affects solar efficiency; solar cool- 
ing; and "solar savings," that is, the 
long-range economic advantages of 
investing in a solar heating system. A 
bibliography of information on solar 
energy and a useful list of resources 
are included. The pamphlet is avail- 
able for seventy-five cents from the 
Brick Institute of America, Region 
Nine, 100 Northcreek, Suite 280, 
Atlanta, Ga. 30327. 

Complementing this brochure is 
"The Use of Solar Energy Heating 
Systems in Brick Buildings," a booklet 
describing the versatility of solar heat- 
ing systems. After a brief history of 
solar developments in the United 
States, the book presents eight build- 
ings—seven houses and one school— 
that are using solar heating and cool- 
ing successfully. The booklet discusses 
problems faced in each case, and the 
"solar solutions" arrived at. The book- 
let costs $1.00. 

The Brick Institute also publishes 
two newsletters, Brick Builder Notes 
and Brick Highlights, each of which has 
recently covered solar energy. Brick 
Builder Notes No. 16 provides technical 
information on the planning and 
installation of a passive solar space- 
heating system. The four-page bro- 
chure describes and illustrates with 
schematics how passive solar systems 
can be “designed and built into the 
basic elements of a house at minimum 
cost and with only minor changes in 
the appearance of the house." For 
issue No. 16, send fifty cents to The 
BIA, 1750 Old Meadow Rd., McLean, 
Va. 22101. 
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The ultimate question on energy-effi- 
ciency and windows—what effect win- 
dow orientation has upon energy con- 
servation in the home—gets an answer 
in “Energy Efficient Windows,” a 
pamphlet from the Architectural Alu- 
minum Manufacturer’s Assn. (AAMA). 
The twelve-page booklet describes a 
new technique that can be used to 
determine how much energy will be 
gained or lost by using different types 
of windows on different sides of the 
house. Included in the booklet are 12 
“Solar Gain Factor"* charts, which 
may be used to estimate yearly winter 
fuel usage and to compare the effec- 
tiveness of alternate window locations. 

To obtain a copy of “Energy Effi- 
cient Windows," write to AAMA Tech- 
nical Information Center, 35 East 
Wacker Drive, Chicago, IL 60601. 
The pamphlet costs $5.00. 


"Windows for Energy Efficient Build- 
ings" is the Dept. of Energy's 42-page 
booklet intended to keep builders up to 
date on window products and design. 
The bi-annual publication should also 
promote industry interest and further 
government research on energy-saving 
technology. 

The publication includes the follow- 
ing sections: 

Research and Development: a listing 
of current projects related to the study 
and design of windows and window 
systems. Solar products and improve- 
ments in window insulation techniques 
are emphasized. 

Demonstrations and Applications: a 
listing of completed, ongoing, or 
upcoming window product demonstra- 
tions that will “provide architects and 
engineers with a sense of how a prod- 
uct really performs in a building." 

New Products, Materials and Compo- 
nents: 14 pages of new window prod- 
ucts, including storm windows, glaz- 
ing, window films, blind systems and 
solar components. 

Patents: a review of patents, both old 
and new— “familiar and unfamil- 
iar,” —of products related to windows 
and their accessories. 

Legislation: a review of national and 
state legislation, codes, and standards 
relating to window management as 
*The Solar Gain Factor, or SGF, is a num- 
ber that takes into account heating degree 
days and house orientation. 
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problems promptly and 
dependably so you won't have to 
get involved. 

Call your Hotpoint Contract 
Sales Representative today and ask 
about our complete dishwasher 
line or the total Kitchen Clean-up 
Center — a dishwasher, trash 
compactor and disposer. 

Remember, finding a 
full-featured built-in dishwasher 
that's easy on the eye and easy on 
the budget is not asking too much. 
It's asking for Hotpoint. 


¢ 


Potwasher 
Sound Insulated 


Your customers want energy- 
savings and convenience. 
Hotpoint offers energy-efficient 
features like the Short Wash cycle 
and an Energy Saver drying 
option. Plus helpful extras like a 
built-in Soft Food Disposer, a 
Sani-Cycle wash option and a 
Power Scrub® cycle for pots and 
pans. 

And it's all wrapped up in a 
thick blanket of sound insulation. 
Something both homeowners and 
tenants can appreciate. 

Best of all, Hotpoint Customer 
Care™ service handles repair 


A Quality Product of General Electric Company. 
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‘I wanted a dishwasher 
that would help sell 
my kitchens. Was I 
asking too much? No. 


I was asking for 


Hotpoint.” 


“The styling made me 
look, the features made 
me think, the value 


made me buy.” 


WASH CYCLES 
ی بت‎ Ed M 


ENERGY SAVER OPTIONS 
a ین‎ 


This is the ۰ 
Check it out. 


It’s just one of a full line of 
Hotpoint dishwashers — including 
3 Potwasher™ models — designed 
to please both you and your 
customers. 

You're looking for easy 
installation and versatility. 
Hotpoint responds with an 
upfront hook-up, a money saving 
2 on 1 dishwasher-disposer 
hook-up plus interchangeable 
color door panels. 
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y Amerie choice as the "0 Bt 


“ New York. Manhattan. The Big Apple. It's something 0 n 
just about anybody recognizes in an instant. 
In its own way, the word Kwikset has the same kind ` as 
t of high.recognition factor. The recognition that comes * 4 i 
from being No. 1. 
Kwikset is No. 1 with builders* and No. 1 with 
retailers and wholesalers** 
The recognition and the reputation of Kwikset and 
Kwikset products are two of the strongest reasons why 
| Kwikset is America's choice — and has been for nearly 
-  aquarter century. oe 


*Based on 1979 Professional Builder Brand 
Awareness Study. | 
**Based.on.1979 Hardware.Age Brand - . و‎ cees مه‎ es o oy 7 TENT à " fi 
Recognition Study. 
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‘ DIVISION OF EMHART INDUSTRIES. INC 
1 ANAHEIM, CALIFORNIA U.S A. 92803 


America's Largest Selling Residential Locksets x 


l^ Circle 36 z reader service card | $ ; 


Ayo Be 
LI . 


- 
“a 
I 
overt ; ۳ — 
" B ۳ it pot s k " , Te 4 ۶2۳ و‎ -— ` as 
1 eee 
" ammi = "ELI "am ma ped - 4" > Iu. T —— ۱, 
»و‎ Ua "a 4*5 Z i os ۰ 1 ۱ ۳۹ 
"7 ۱ ۰۶ = S واه‎ i 1 707 ون‎ ۰ 
۱ +) s oe “ae py ar 4 - ETT. wm, "ow. i ws, " exa ie 
t میگ‎ gon we Bi rusas ۹ amm بسا‎ ae esa x " 2s wi Y s 
^ £ .. "E v ۰ x TX o * og M ۱ d 
۰ H a8 ee ۹ "m "n = d "na *. T T N vue n ۰ T ow, 
^ [Ej P4 we "M ‘Vee j ord 
۰4 eo **» oy. - r ^ MT ET iw» C 
s E. r „s "S z 3 egf * * ¿t 
4 ا‎ ub, nu Mesa و‎ ۸00 ua ee ° i i" 
va «ee ۴ ue ۲۰ و و‎ sema "Th ۰ à i Mem a : S 
۹ ۳ ۰ ۰ Xu "uM D ۱ 
۱ one ~* $ + -———— ۶ w-— a جف‎ 5 » T eee r - 4 - 12, 
Wo ss ا‎ imr ty * سا ان‎ : 9 9 Eat 
fire ۱۰۰ 2 — D —— | xw""h > udi sta LP Wl ٠٠٠١ Magy Vo 
fine 9 1, a وی‎ ^ "Ll M UE OF » tus ; t 
t « - re , ۰ 
sa) FSA ú tem xn 2 p d 
è 4 e'- 23 A, Ta -9 3 یط‎ 
۲ e - ۰ و‎ —W B ^ » er گ‎ © ° 
© ^ u 
B Ld - " ۷ h a "d 
ILI NEM > 6 9 " o "EJ - LJ ۰ 4 -— e ۳ - PI 3 
b on en A 


